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ABSTRACT 
The marketplace orientation in which consumer decisions toward product purchase, 
use, and disposal are shaped by a desire to preserve and protect the environment is 
growing. As such, environmental attitudes of consumers have influenced clothing 
purchase decisions. The concern over the interdependencies among human societies and 
the environment has brought environmentalism to the forefront of business marketing 
strategies. The textiles and apparel industry has been challenged by such ecological 
concerns as pollution of air and water in the textile manufacturing process, waste disposal 
problems with textile fibers, and potential shortage of raw materials from production of 
synthetic fibers. Many apparel companies have embraced the "green marketing" concept 
in an effort to capture the new environmentally responsible market. However, 
environmental claims in ads can be confusing to consumers and may not lead to favorable 
consumer response. 
Borrowing theoretical frameworks from advertising, a process model of consumer 
response toward apparel products in environmental ads was developed. A path model was 
hypothesized in accordance with several ad processing theories. The path model explains 
consumer environmental attitude and behavior in relation to apparel products and 
advertisements. 
A convenience sample of undergraduate students (N=274) at a midwestem 
university was randomly distributed an advertisement portfolio (an experimental ad and 
three filler ads) and a questionnaire. The experimental ad promoted a fictitious brand t-
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shirt; one of three different types of environmental claims for "organic cotton", "recycled 
hang tags," and "donation of profits" or a control statement was included in the ad. 
Apparel-related and other measures were adapted from advertising, environmental, and 
textiles and clothing studies. 
Some differences among paths for environmental claim types were found. Overall, 
the influential role of perceived environmental claim credibility on the evaluation of the 
ad as well as the product can l)e noted. However, components of the model that explain 
consumer response to the advertisement and product showed stronger relationships. 
Linkages of environmental and apparel product attitudinal variables with consumer 
response variables (e.g., involvement with the visual and verbal aspects of the ad) were 
less significant. 
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CHAPTER 1: INTRODUCTION 
Background 
Environmentalism is a dominant societal theme of the 1990s. The growing interest 
and concern over the interdependencies among human societies and the environment has 
encouraged active involvement in the move toward environmental responsibility from all 
sectors of the economy -- government, business, and consumer. These sectors have shown 
an interest in conserving and preserving natural resources on the earth. Reciprocal 
interaction among these major players has brought environmentalism to the forefront of 
business marketing strategies, consumer buyer decision-making, and governmental 
regulations. 
Varying levels of corporate environmental stewardship are evident. Although some 
businesses respond to only regulatory pressure, the more forward-thinking marketers are 
considering the environment in product packaging design and development, labeling and 
advertising, or promotional strategies (Coddington, 1993). Consumers who label 
themselves as environmentalists demand product design, production, and company policies 
with environmental considerations. In response, apparel companies have promoted 
environmentally responsible corporate images and environmentally friendly apparel 
product lines through print catalogs, endorsements, and advertisements. However, whether 
environmentally conscious consumers form positive product attitudes or stronger purchase 
intentions as a result of environmental marketing techniques is uncertain. This study 
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offers a theoretical approach in understanding and evaluating the effects of environmental 
claims in advertisements on consumer response toward apparel products. 
Environmental marketing 
Coddington (1993) defines environmental marketing as "marketing activities that 
recognize environmental stewardship as a business development responsibility and 
business growth opportunity" (p. 1). Environmental issues such as global warming, ozone 
depletion, water pollution, and insufficient landfill capacity have been influential in the 
renewal of manufacturing, management, and marketing practices. More companies are 
identifying environmentally sound business opportunities that range from pollution 
prevention and utilization of efficient technologies to environmental education and product 
promotion (Coddington, 1993). Implementing environmentalism in all aspects of a 
corporation's operations has become a fundamental issue and not a business fad (J. 
Ottman Consulting, 1992). Advertising and marketing appeals aimed toward consumers 
with interests in environmental preservation and protection are commonly referred to as 
"green marketing." 
Ottman (1992) provides one explanation as to how "environmental correctness" in 
the industry evolves. First, environmental groups (e.g., Sierra Club, Greenpeace) have 
been the watchdogs of environmental issues by communicating and organizing 
environmental activities and thus making the public aware of pertinent issues. The public 
has the power as voters to pressure government into taking proactive measures to control 
environmental problems in industry. In turn, businesses are under pressure from 
government and consumers to change operations and adopt environmentally safe practices. 
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Businesses also play a role in requiring their suppliers to comply with environmental 
regulations or goals. Retailers acknowledge the spending power of consumers who are 
looking for products with less wasteful packaging and environmentally friendly materials 
or products that incorporate environmentally safe processes. As such, industry and 
businesses have strategically taken advantage of opportunities that appeal to consumers 
with environmental awareness and also have complied with environmental government 
regulations. 
Survival and growth of business depends on an integrated approach to 
environmental and business planning (Ottman, 1992). Every stage of the product ~ 
research and development, manufacturing, distribution, and disposal -- has environmental 
consequences. Corporations have taken such measures as communicadng their 
environmental initiatives to the public, overhauling products, packaging, and processes, 
and introducing new environmental products and services (Ottman, 1992). Corporations 
are encouraged to take new approaches in product development by making greater use of 
process reengineering and considering a product's death at the moment of its conception 
(Wheeler, 1992). Nevertheless, business-generated efforts to protect the environment have 
been slower to take shape than efforts by government and individual consumers (Stisser, 
1994). 
Environmentalism and the textile and apparel industry 
The texdle and apparel industry has been challenged by environmental concerns at 
all levels of the industry. Ecological problems have included pollution of air and water in 
the textile manufacturing process, waste disposal problems with textile fibers, pollution of 
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water from garment care, and potential shortage of raw materials from production of 
synthetic fibers (Tortora, 1992). Already, a joint effort to promote environmental 
awareness can be observed at the production, retail, promotion, and consumption level. 
Many companies have publicized their generous applications of the "green marketing" 
concept, looking to capture the new environmentally responsible market segment. In 
some cases, the industry has made a genuine effort to lessen detrimental effects on the 
environment through technology and change in production and retail methods, while in 
other cases, environmentally sound practices have not gone past a superficiality. 
Manufacturing process The negative consequences of textile manufacturing on 
the environment have been the focus of much discussion. LoMenzo (1993) reports that 
the textile industry was ranked as the seventh worst industrial polluter of water by the 
Environmencal Protection Agency (EPA) under Section 304(1) of the Clean Water Act. In 
addition, the EPA recently proposed that "printing, coating, and dyeing of fabrics" would 
be classified as processes that emit hazardous air pollutants under the Clean Air Act 
(LoMenzo, 1993). As such, the textile and apparel industry has been the subject of much 
legislation. 
Although the textile and apparel industry is marked as a serious offender of the 
environment, its efforts in environmental protectionism are shown through its innovative 
products and production processes. Textile manufacturers are buying efficient dyeing 
machines to reduce the amount water used, eliminating waste by recycling by-products, 
reducing use of toxic chemicals, and protecting waters in their area by using company-
owned wastewater plants (Dockery & Kalogeridis, 1993). 
Environmental conservation efforts have not been without their costs to textile 
manufacturers. For example, textile manufacturers must manage "fugitive emissions," 
which come from a variety of sources and are difficult to control. The Clean Air Act, 
which requires a 90 percent reduction in emissions of 189 toxic pollutants by the year 
2003 is estimated to cost the textile industry $1 billion annually (Gannon, 1990). Costs 
accrued from such changes in production processes will eventually be transferred down to 
consumers. 
Textile fiber source Another subject of interest related to textile processing are 
basic sources of fibers. Some of the concerns brought forth pertain to the usage of natural 
versus synthetic fibers, manufacturing of fibers from recycled material, and use of 
hazardous chemicals in production and processing of specific types of fibers. 
Natural versus synthetic The debate about natural versus synthetic 
fibers is on-going. Some people question the long-term sustainability of synthetic fibers 
given the limited supply of fossil fuel sources used in production. Natural fibers or 
protein-based manufactured fibers from plant and animal sources are considered 
"renewable" resources. However, natural fibers are known to have environmental impacts 
of their own. Usually these fibers are processed with resins, formaldehyde or other toxic 
chemicals which also consume large amounts of water and energy. For example, 
production of fabrics from cellulosic fibers require chemicals, such as caustic soda and 
carbon disulphide, that are destructive to the environment (Kadolph, Langford, Hollen, & 
Saddler, 1993). The cellulosic fiber Tencel® rayon, produced through low environmental 
impact techniques, has been introduced in the market as a "clean" alternative. Other 
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concerns regarding natural fibers include danger of carcinogens from pesticide, top soil 
erosion, and deforestation. Furthermore, natural fibers are known to be less durable than 
synthetic fibers (Stone, 1992). 
Chemical-free production In order to offset the sensitivity of toxic 
chemicals used in production of fibers, organically grown cotton, which avoids high levels 
of pesticides, has been used by some textile and apparel manufacturers (e.g.. Esprit, Levis 
Strauss, Wellman Incs.). Organically grown cotton has been used in various apparel items 
such as jeans, dresses, and shirts and household textile items such as towels and bedding. 
Other cottons have also been recycled or reclaimed and made into new fabric (McNamara, 
1994). Recently, cotton plants have been genetically engineered to produce colored cotton 
bolls in shades of tan, gold, and green to eliminate need for dyeing (Stone, 1992). 
As mentioned earlier, one of the drawbacks of manufacturing apparel products 
made from environmentally "correct" materials such as organic cotton is the increase in 
production costs. The targeted markets for environmentally friendly products are affluent 
consumers, environmentally conscious consumers, or chemically-allergic consum-srs 
(Ortega, 1994). Thus, to broaden consumer demand for eco-friendly clothing, designing 
upscale but affordable clothing is a strategy used by some apparel manufacturers (Ortega, 
1994). For example, Esprit's "Ecollection" line uses organic cotton on more complex 
garments such as dresses with fancier stitching and finishing. Levi Strauss has also 
produced an organic cotton menswear line, "Silver Tab Elements," which includes jeans 
that cost about four dollars more than Levis' basic 501 model jeans. As part of the 
"natural" trend in fibers, apparel companies have offered products such as stone-free 
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denim, unbleached cotton, and items dyed with vegetable dyes (Evans, 1990; McNamara, 
1994; Ortega, 1994) marketed as chemical free alternatives. Furthermore, other "natural" 
products such as buttons made of nuts from trees have been marketed along with 
environmentally-fnendly clothing. 
Recycled material Recycling has also been an alternative for textile 
production. Polyester fabrics, made from recycled plastic beverage containers, have been 
used in apparel fleece fabrics (e.g., Patagonia), the upper or lining of footwear (e.g., 
Reebok, G. H. Bass, K. Swiss) and carpet backing material (Rudin, 1994; Vass, 1986). 
Also, recycled polyester fiberfill has been used in sleeping bags (e.g., Eastpak). In 
addition to fibers made from recycled material are apparel product-related items such as 
garment hangtags made from recycled paper or recycled denim scraps. 
Design and retail distribution Other segments of the textile and apparel 
industry have taken part in promoting environmental awareness. Fashion designers, in 
sync with apparel producers, have shown their environmental consciousness by designing 
eco-correct clothes in natural fabrics, finishes, and earth- and water-tone colors. The new 
lines are designed to associate with the environmental image by aesthetically blending 
with "the elements" rather than actually achieving "correctness." 
Retailers have also felt the push to sell environmental apparel and have been 
allocating selling space to environmentally friendly apparel. Stores have started 
advertising campaigns to promote environmentalism and are playing an educational role in 
cultivating awareness of the relationship between people, clothes, and the planet ("Really 
Natural," 1993). Retail stores are using biodegradable plastic bags and are trying not to 
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waste paper or boxes (Lovell, 1990). Also, visual marketing efforts include redesigning of 
stores to show natural wood, plants, and other elements of nature as the surrounding 
background (e.g.. Banana Republic). In addition to this indirect effort to be 
environmentally correct, more designers and retailers are involving themselves in cause-
related marketing by linking sales of products with donations to environmental causes. 
Environmental consumerism 
The fast-growing trend of environmental consumerism is reflected in the societal 
movement to balance environmental and economic priorities. Environmental or "green" 
consumerism is defined as "individuals looking to protect themselves and their world 
through the power of their purchase decisions" (Ottman, 1992, p. 3). In other words, it is 
a marketplace orientation in which consumer decisions toward product purchase, use, and 
disposal are influenced by a desire to protect and preserve the environment. 
Environmental consumerism addresses such issues as global warming, garbage disposal, 
ozone layer depletion, toxic waste, food contamination, water quality, endangered species, 
and animal cruelty. The growing anxiety over the potential impact of environmental ills 
on human welfare is the main motivator that provides momentum to this movement. 
The number of consumers who are beginning to accept environmental messages 
has rapidly increased during the last three years (Stisser, 1994). Moreover, studies report 
that consumers are buying products that are environmentally safe and from companies 
with good environmental records (J. Ottman Consulting, 1991; Stisser, 1994). Stisser 
(1994) reports that a brand's environmental reputation has grown most in importance next 
to price for consumers making purchase decisions. Consumers are becoming more 
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aggressive in evaluating products and are shopping with an environmentally correct 
agenda. J. Ottman Consulting (1992) writes: 
Once attracted solely to product end benefits, the ingredients and processes 
involved in every phase of a product's life cycle - from raw material procurement, 
manufacturing and production, and straight through after-use (reuse and recycling) 
and disposal ~ now command green consumers' attention, (p. 3) 
Consumers have already begun to consider the product's implications (i.e., social and 
political) beyond personal reward. J. Ottman Consulting (1991) reports that one-half of 
consumers make decisions to buy or boycott a product based on environmental concerns. 
Other polls and research studies indicate that consumers are feeling the urgency to 
improve the quality of the environment. The majority of Americans claim to be 
environmentalists, and worldwide membership in environmental organizations has been 
growing 20 percent a year (J. Ottman Consulting, 1991; Krause, 1993). Reports show that 
people are willing to change consumption behavior to improve environmental quality even 
if it means paying higher prices for a product (Gillespie, 1992; Levin, 1990; J. Ottman 
Consulting, 1991). As such, there is a general increase in "green" attitudes and behavior 
(Stisser, 1994). 
The active role of business in the "green" movement has also heightened confusion 
over what constitutes true "green" behavior (Stisser, 1994). For example, an Advertising 
Age/Gallup Organization "green" market survey found that only about half (51 percent) of 
respondents felt confident that advertisements contained accurate environmental 
information ("Advertising Age...," 1992). 
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Environmental claims 
Feeding consumers' environmentalism is an abundance of products that claim to 
have characteristics that are ozone-friendly, environmentally friendly, biodegradable, 
photodegradable, recycled, recyclable, "green," etc. These words have been applied 
generously to products and are often vague in meaning and sometimes misleading. 
Marketing and advertising claims in support of the rising number of "green" products are 
problematic (Davis, 1992). In a study of environmental claims, Kangun, Carlson, and 
Grove (1993) found a significant number of environmental claims from ads to be vague or 
omit important information necessary to evaluate the ad's potential truthfulness or 
reasonableness. The environmental claims that emphasize the benefits of a given product 
and those that enhance the environmental image of the organization were more likely to 
be judged as misleading and/or deceptive (Carlson, Grove, & Kangun, 1993). Hayes 
(1991) cautions that some of these claims might be "narrow truths." For example, 
recycling does not always ensure the protection of the environment. Hayes points out that 
some mills that process recycled paper are major violators of environmental laws. 
Another example is claiming products to be "degradable." The degradable claim is 
considered to be inappropriate since most products are disposed in sealed landfills 
resulting in, at best, very slow and delayed degradation processes. Careless labelling and 
packaging practices, deceptive usage of terms, and misleading advertisements have led to 
lawsuits, prompting companies to pull frames from commercials and withdraw claims. 
The resulting consequence of the ill-thought intentions of companies is well stated by 
Garfield (1991): "Some marketers are making small, well-meaning gestures toward 
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environmental consciousness only to trivialize their efforts-and the seriousness of the 
problem-by blowing their contributions grossly out of proportion" (p. 26). 
The mounting confusion over environmental terms has called for uniform national 
marketing standards for all industries. Legislation already in place in some states defining 
standardized "green" terms has provided a poor standard with which advertisers can work. 
In the past, major marketers and trade organizations have initiated voluntary national 
guidelines for the Federal Trade Commission to approve (Lawrence & Colford, 1991). 
State attorneys general have also independently circulated recommendations for 
responsible advertising. Developing guidelines and firm definitions for such words as 
"recycled," "recyclable," and "compostable" will enable business to make appropriate 
modifications in their production processes and products and make substantiated 
environmental claims. Lawrence and Colford (1991) report that the following four points 
have been recommended by a multistate taskforce, representing 11 states in 1989, as 
guidelines for environmental claims made by advertisers: (1) claims should be specific and 
not vague, (2) claims should not be related to disposability unless the advertised disposal 
option is currently available to consumers in the area, (3) claims should be substantive, 
and (4) claims should be supported by scientific evidence. 
Another option that has resulted from the controversy over potentially deceptive 
business practices is labeling environmentally correct products with ecology seals such as 
"Green Seal" or "Green Cross." The seal would be an accrediting sign that consumers 
could use to identify products that meet or exceed rigorous environmental standards 
imposed by an accepted entity (Hayes, 1991). Some product claims have been so 
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ambiguous that, at times, it is not clear exactly what product attributes are 
environmentally sound and whether newly adopted products or production processes 
contribute to preserving the earth's natural resources. Thus, the ethics regarding the 
credibility of these claims have been questioned. 
Purpose 
Various researchers have worked to understand environmentally responsible human 
behavior (e.g., Kinnear & Taylor, 1973; Vining & Ebreo, 1992). Their studies have 
examined the degree of awareness people have held for ecological issues by measuring 
related constructs such as environmental concern, knowledge, attitude, commitment, 
feelings, and behavior. Attempts have been made to identify the demographic and 
psychographic characteristics of environmentally concerned consumers, assess various 
indicators of knowledge and concern, and predict environmental behavior on the part of 
"green" consumers (e.g., Alwitt & Berger, 1993; Arcury, Johnson, & Scollay, 1986; 
Arcury «& Johnson, 1987; De Young, 1986). 
Less is known about how consumers respond to environmentally friendly products 
advertised in print promotional material (e.g., magazine or newspaper ads) which relay 
specific environmental claims or messages. Consumers knowledgeable about 
environmentalism differ in their perception of environmental advertisements (Kangun, 
Carlson, & Grove, 1993). Many studies fall short of explaining the antecedents or factors 
that influence attitude formation toward the advertised "green" product and subsequent 
purchase behavior. Also, the major outcomes of these promotional trials on the evaluative 
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components of consumer response are yet to be assessed. Thus, a clearer understanding 
of the intricate relationships among person, product, and social issue is needed. 
In this study, a multi-phase ad processing/consumer decision-making model was 
developed to examine consumer response to products in advertisements containing 
environmental claims. The theoretical frameworks of advertising processing and response 
in the marketing and advertising literature provided conceptual foundations for developing 
a model to test how consumer response to apparel products in advertisements is influenced 
by pre-existing environmental attitude and product involvement. However, traditional 
advertising processing models were found to be insufficient in explaining consumer 
attitudes and purchasing behavior toward products featuring environmentally based ad 
campaigns. Other factors related to social issues were expected to influence components 
of the process model as well. Thus, this study selectively adopted previously developed 
constructs from various advertisement processing models and also combined other relevant 
constructs to provide a connection between the social issue of environmentalism and 
consumer attitude and behavior. The main purpose of this study was to examine an 
extended model of the multi-phase process of advertisement message processing by 
examining consumers' predisposition, stimulus exposure, message processing, attitude 
formation, and purchase intentions. Also of interest was how well the model explained 
processing of different types of claims presented in the study. 
Assumptions 
1. All subjects will follow directions specified in the instrument and answer questions 
in the order requested. 
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Limitations 
1. Due to employment of a convenience sample, subjects may not be representative of 
the undergraduate students at a midwestem university nor of the U.S. consumer 
population in general. 
2. The questionnaire format may ask students to evaluate advertisements with 
concepts not normally used by the subjects. 
3. The advertisement stimuli may encourage subjects to answer and process 
information in a particular way that is not representative of other ad formats. 
4. The findings may not be generalizable to other product classes nor clothing in 
general. 
Definitions 
The following are operational definitions of terms that are mentioned throughout 
this dissertation. 
• Attitude: An internal state of a person in which he or she responds evaluatively to 
an entity or attitude object on an affective, cognitive, or behavioral basis (Eagley 
& Chaiken, 1993). According to Eagley and Chaiken (1993), attitude objects may 
be abstract or concrete. Also, classes of entities or behaviors can function as 
attitude objects. Attitude constructs examined in this study are ad attitude, attinjde 
toward advertisements in general, product attitude, product attribute beliefs, and 
purchase intentions. 
(a) Ad attitude: Predisposition to respond in a favorable or unfavorable 
manner to an advertising stimulus during exposure (Lutz, 1985). 
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(b) Attitude toward ads in general: Learned predisposition to respond in a 
consistently favorable or unfavorable manner toward advertising in general 
(Lutz, 1985). 
(c) Product attitude: Predisposition to respond in a favorable or unfavorable 
manner to a particular product. 
(d) Product attribute beliefs: Perceived associations between the advertised 
product and various attributes. 
(e) Purchase intentions: The likelihood that the consumer will purchase a 
product. 
Consumer decision-making: Evaluation of the utilitarian and hedonic benefits of 
product attributes in making a selection from choice altematives for purchase or 
acquisition. Engel, Blackwell, and Miniard (1993) described consumer decision­
making in stages of recognition of need, search for information, evaluation of 
altematives, purchase, and evaluation of chosen alternative. 
Involvement: Motivation, as reflected in high perceived personal relevance of a 
stimulus in a particular context (Engel, Blackwell, & Miniard, 1993, p. G-7). The 
involvement stimuli examined in this study are specific messages in the visual and 
verbal aspects of an ad (i.e., message involvement) and fashion and comfort 
dimensions in clothing (i.e., product involvement). 
(a) Message involvement: The level of perceived personal importance and/or 
interest evoked by the verbal and visual aspects of an ad. 
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(b) Product involvement: The level of perceived personal importance and/or 
interest evoked by a product stimulus within a specific situation. 
• Elaboration Likelihood Model: An attitude theory which proposes that variations 
in the nature of persuasion depends on the likelihood that receivers will engage in 
"elaboration" of information relevant to the persuasive issue (Petty, Cacioppo, & 
Schumann, 1983). 
• Environmental concern: A state of awareness regarding the impact of human 
beings on nature (Van Liere & Dunlap, 1981). 
• Environmental commitment: Human behavior that takes into consideration the 
effects of human activity on nature's balance. 
• Perceived environmental message credibility: The extent to which environmental 
claims in an advertisement are perceived to be truthful and believable. 
• Environmental apparel product knowledge: Awareness of the impact of apparel 
products on the natural environment. 
• "Green" consumerism: A marketplace orientation in which consumer decisions 
toward product purchase, use, and disposal are shaped by a desire to protect and 
preserve the environment. 
• Source reduction: Indicates behavior related to management of waste by 
minimizing die volume and/or toxicity of waste (De Young et al., 1993). 
Organization of Dissertation 
Chapter 1 describes the surrounding issues and general purpose of the study. 
Chapter 2 describes the theoretical background and justificadon for the hypothesized 
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advertisement processing/consumer decision-making model. Chapter 3 gives a detailed 
explanation of the instrument, data gathering procedures, and data analysis. Chapter 4 
provides the resuhs of preliminary analyses, the test of the hypothesized model, and 
comparisons for different environmental claims. Chapter 5 provides the implications of 
results and suggestions for future research. Finally, appendices provide supplemental 
material (i.e., instrument, human subjects approval and results from data analysis) used in 
development and execution of the study. 
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CHAPTER 2: LITERATURE REVIEW 
Main Theoretical Concepts 
Consumer response toward products in ads involves many social and psychological 
processes. Theoretical concepts such as consumer attitudes and involvement have been 
used as essential concepts in understanding how consumers differ in their response to and 
behavior towards objects (Engel, Blackwell, & Miniard, 1993). 
Attitude 
Attitude is defined by Eagley and Chaiken (1993) as "a psychological tendency 
that is expressed by evaluating a particular entity with some degree of favor or disfavor" 
(p. 1). They described psychological tendency as an internal state in which a person is 
inclined to respond to an entity or attitude object. The usage of the term "psychological 
tendency" as opposed to "disposition" holds the meaning that attitude can be learned or 
unlearned as well as enduring or changeable. 
Attitude is perceived as an evaluative state. Attitude responses are expressed in 
valenced positive or negative directions. Thus, evaluative responses may be expressed in 
forms of approval or disapproval, favor or disfavor, and/or liking or disliking toward an 
attitude object. Also, evaluations of a given valence differ in intensity or extremity 
whereby moderately positive evaluations may be distinguished from extremely positive 
evaluations. 
Attitude objects can be abstract (e.g., social issues or social policies) as well as 
concrete (e.g., a specific apparel item). Similarly, a particular entity (e.g., a "green" shirt) 
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as well as a class of entities (e.g., men's shirts) can function as attitude objects. Also, a 
class of behaviors (e.g., purchase intentions) can also serve as an attitude object. 
Attitude has been expressed in three forms: cognitive, affective, and behavioral. 
The cognitive dimension of attitude contains thoughts or ideas people have about the 
attitude object. Beliefs are often used to describe people's cognitive evaluations regarding 
the attributes of the attitude object. The affective dimension consists of feelings or 
emotions people experience in regard to the attitude object. The behavioral dimension 
encompasses people's actions with respect to the attitude object. Behavioral attitudinal 
responses are overt actions that people exhibit in relation to the attitude object. The 
literature suggests that attitude can manifest itself in cognitive, affective, and behavioral 
forms. However, the three dimensions of attitude are not distinct (Fishbein & Ajzen, 
1974). Also, an attitude can be formed primarily on the basis of one of the three 
dimensions (Eagley & Chaiken, 1993). 
Attitudes are considered to play a major role in consumer behavior because the 
overall evaluations of the product, brand, or store influence the decision-making process. 
Efforts to influence consumer attitudes can be evidenced in specific marketing activities 
such as advertising campaigns. Consumer attitudes can pertain to social issues, products, 
brands, beliefs, and purchase intentions. 
Involvement 
Involvement can be viewed as a motivator that activates an individual's level of 
interest toward an object and directs an individual's behavior toward certain goals. 
Involvement contributes to the process of attitude formation and change. The concept of 
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involvement stems from Krugman's (1965) explanation of personal involvement in 
persuasive communication. Krugman's view is that persuasive communication influences 
active cognitive processing of personally relevant thoughts in individuals. Krugman 
characterizes personal involvement as "the number of conscious bridging experiences, 
connections, or personal references...the viewer makes between his[/her] own life and the 
stimulus" (p. 355). Thus, under higher levels of involvement, individuals will engage in a 
significant amount of cognitive processing and elaboration when they are exposed to a 
certain stimulus. 
Since Krugman's (1965) seminal article, explanations of consumer involvement 
have come forth from a cognitive psychological perspective. The involvement construct 
has been studied in many contexts (i.e., advertisement message, purchasing behavior, 
product class) and researchers have offered various ways to interpret the social 
psychological aspects of involvement in consumer behavior. The consumer will become 
involved when the object of interest (product, service, or promoting message) is perceived 
as important in meeting one's needs, goals, and values (Engel, Blackwell, 8c Miniard, 
1993). Differences in findings have contributed to many perspectives on involvement 
which have come forth in the literature (Laczniak, Muehling, & Grossbart, 1989). Many 
of these definitions overlap in conceptualizations and tend to supplement wide boundaries 
that the involvement construct spans. A more general and broader definition of 
involvement is provided by Antil (1984), who defines involvement as defined as the "level 
of perceived personal importance and/or interest evoked by a stimulus (or stimuli) within 
a specific situation" (p. 210). 
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Personal relevance has been a key concept in explaining, defining, and 
operationalizing involvement (Celsi & Olson, 1988; Greenwald & Leavitt, 1984; Kapferer 
& Laurent, 1993; Zaichkowsky, 1986). Research approaches concerning involvement 
have pertained to the personal relevance of advertising, involvement with the product, and 
involvement with purchase decisions (Zaichkowsky, 1986). In studies concerning 
advertising, Zaichkowsky (1986) notes that "involvement generally refers to a mediating 
variable in determining if the advertisement is effectively relevant to the receiver" (p. 4). 
Ads are designed to produce a sense of personal relevance in receivers, motivating them 
to develop positive reactions to the product/brand. 
Research concerning consumer involvement can be grouped into ideas concerning 
antecedents of involvement, processes or forms of involvement, and consequences of 
involvement (Engel, Blackwell, & Miniard, 1993; Greenwald & Leavitt, 1984; 
Zaichkowsky, 1986). These three forms can be examined in conjunction with product 
involvement, purchase decision-making involvement, and advertisement message 
involvement. 
Antecedents of consumer involvement The level of involvement is determined 
by person, object, and situation (e.g., Greenwald & Leavitt, 1985; Zaichkowsky, 1986). 
These factors direct one's involvement toward an object or issue. The framework for 
involvement as a function of person, situation, or stimuli has conceptual roots in works by 
Houston and Rothschild (1978) and Bloch and Richins (1983). 
Situation Situational factors are unstable and can change the level of 
involvement over time. Hence, involvement can change depending on when the product 
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is considered, the product's use, expected outcome of the purchase, and associations with 
social pressure (Engel, Blackwell, & Miniard, 1993). Studies have commonly 
manipulated involvement levels by leading subjects to believe that the stimulus has a 
direct influence on receivers (cf. Petty & Cacioppo, 1979; Wright, 1973). For example, 
Wright (1973) created high personal involvement conditions by asking receivers to make a 
decision based on ad observations. 
Person Consumers differ in level of involvement based on their level of 
need and drive in reference to a product. 2^ichkowsky (1985b) reports that people 
perceive the relevance of a product differendy, thus creating a basis for different levels of 
involvement for the same product. Venekatraman (1990) found involvement to be 
strongest and most stable when the product or service is perceived to enhance self-image 
of an individual. 
Stimuli Physical characterisdcs of the sdmuli may vary in the form of 
media such as print advertisements and television commercials. Wright (1973) found 
print media allowed receivers more time to process contents of ads than did audio, thus 
resulting in generation of more supporting arguments by receivers. However, the type of 
medium was found to be less influential for consumers with higher involvement with the 
product (Weinstein, Appel, & Weinstein, 1980). 
In addition to mode and content of communication affecting personal involvement 
levels is whether product characteristics can generate higher levels of personal 
involvement. That is, the product's potential to be differentiated through informational 
content may influence the media's effectiveness to induce involvement (Wright, 1973). 
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Advertisement effects can be capitalized on for certain product categories that require 
processing of informational cues to make purchase decisions. Bowen and Chafee (1974) 
found informational appeals to be more effective for high involvement products. Much of 
apparel is a high involvement product for some consumers for whom product attributes in 
conjunction with inner psychological motivational state are heavily weighted in decision­
making. 
Other antecedent factors of involvement recognized as strong influencers of 
consumers' attention and comprehension processes are consumers' motivation, ability, and 
opportunity to process information (Andrews, 1988; Batra & Ray, 1986). Motivation, 
ability, and opportunity serve to constrain or enhance the influence of such antecedents of 
person, situation, and stimuli on involvement. Thus, research has shown involvement to 
be a multidimensional construct in which antecedents form the conditions in which 
involvement is aroused (Gensch &. Javalgi, 1987; Kapferer & Laurent, 1993). 
Properties of involvement Involvement possesses three major properties: 
intensity, direction, and persistence (Andrews, Dursavula, & Akhter, 1990). These 
properties direct the internal state of arousal in involvement. Intensity indicates the 
degree of arousal (high to low) generated with respect to a goal-related object or issue. 
Direction of involvement refers to the way toward which the arousal is directed. For 
example, in advertisement involvement, arousal can be the results of the verbal aspects or 
the visual aspects of the ad. Persistence indicates the duration of involvement intensity. 
Processes of involvement Processes or moderators of involvement have been 
examined in many forms. Processes of involvement explain in what manner involvement 
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evolves in attitudinal or behavioral situations. Many forms of involvement have been 
theorized by researchers (e.g., Houston & Rothschild, 1978; Petty & Cacioppo, 1979; 
Sherif «& Hovland, 1961). According to Zaichkowsky's (1986) typology, involvement is 
categorized into three forms; advertisement involvement, product involvement, and 
purchase decisions involvement. 
In this study, the theoretical foundations of attitude and Involvement have been 
employed to explain consumer response toward products in ads with environmental 
messages. Models explained in the marketing and advertising literature were synthesized 
to create an extended model. Multiple attitude objects are incorporated in this model 
representing both classes of entities (i.e., apparel products, advertising media) and specific 
entities (i.e., specific apparel product, specific advertisement, intentions to purchase the 
specific apparel product, product attribute beliefs, and environmentalism). 
In addition, apparel product-related and environmentalism-related constructs were 
included to better assist in explaining consumers' response toward a product in an 
advertisement. Figure 2.1 shows the expected relationships among the variables in the 
extended model. This model integrates the person, product (i.e. apparel), and social issue 
(i.e. environmentalism) in explaining consumer response toward apparel products in ads 
containing environmental claims. 
The following chapter provides an overview of literature that explains consumer 
attitude and behavior, consumer involvement, and consumer response toward the product 
and social issue (i.e., environmentalism). Understanding the theoretical background of 
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Figure 2.1 Theoretical advertisement processing model for ads with environmental claims 
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constructs in the hypothesized muhi-phase consumer response model provides an 
interdisciplinary perspective as to how relationships among constructs are formed. 
Speciflc Attitudinal Constructs 
The following sections reviews literature explaining a variety of attitudinal 
constructs included in the theoretical model: environmental attitude, ad attitude, product 
attitude, and purchase intentions. 
Environmental attitude and behavior 
Environmental attitude Attitudes toward the environment, often called 
environmental concern, have been studied to examine how generalized concern for the 
environment would be predictive of an array of environmentally responsible behaviors. In 
past research, the concept of environmental concern has been measured in two forms: 
attitude toward distinct dimensions of environmental concern (i.e., pollution, population, 
natural resources, etc.) or general environmental concem (Van Liere & Dunlap, 1981). 
For example. Van Liere and Dunlap (1981) wrote that environmental concem has been 
measured as perceived seriousness of environmental problems, support of government 
spending on environmental regulations, knowledge of environmental problems and issues, 
and pro-environmental behaviors. Although studies have measured attitude toward a 
specific environmental concem, it is unclear as to whether these scales are measuring a 
single theoretical constmct. Past studies give evidence that different dimensions of 
environmental concem may not be highly related (Van Liere & Dunlap, 1981). However, 
research has shown that general environmental attitudes are related to attitudes toward 
specific environmental issues (Black, Stem, & Elworth, 1985; Dunlap & Van Liere, 1984). 
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In a study of recycling behavior, Vining and Ebreo (1992) found that global 
envu-onmental attitudes as well as specific attitudes of recyclers were stronger than those 
of nonrecyclers. 
Among the many measures or scales that assess environmental concern, the New 
Environmental Paradigm (NEP) developed by Dunlap and Van Liere (1978) provides the 
most advanced tool in measuring environmental concern (Noe & Snow, 1990). Rather 
than focusing on narrowly defined environmental attitudes toward specific issues, the NEP 
assesses the public's general position about society and its resources. The NEP measures 
general attitudes that represent the respondent's view of the relationship between human 
beings and the environment. The basic assumpdon behind the NEP is that human beings 
and the environment form a balanced state. The NEP acknowledges human beings as an 
integral part of the ecosystem, not exempt from natural laws. High NEP scores show pro-
environmental atdtudes, indicating that respondents endorse a worldview in which human 
beings adapt to the changing limits dictated by the environment. Low NEP scores reflect 
the Dominant Social Paradigm which emphasizes human progress and growth. Although 
the NEP was originally conceived as a unidimensional measure of this ecological 
worldview, other researchers (Albrecht, Bultena, Hoiberg, & Nowak, 1982; Noe & Snow, 
1990; Shetzer, Stackman, & Moore, 1991) have found the scale to identify distinct 
dimensions. For example, Shetzer, Stackman, and Moore (1991) found three underlying 
dimensions tapped by the NEP: balance of nature, limits to growth, and humanity over 
nature. The first dimension was formed by five items expressing the abusive behavior of 
humans in upsetting nature's balance. The second dimension consisted of two items 
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expressing the limitations of the earth in regard to capacity and resources. And the third 
dimension consisted of three items that expressed the domination of humans over nature 
and its natural resources. 
The NEP has been successful in gauging environmental concerns and 
differentiating among people who are concerned versus not concerned. Researchers have 
found the NEP to successfully differentiate individuals who were more involved in 
environmental issues (i.e., environmental groups or activists) from the general public 
(Dunlap & Van Liere, 1978; Steger, Pierce, Steel, & Lovrich, 1989). 
Environmental behavior Generally, individuals with positive environmental 
attitudes are more likely to engage in environmentally responsible behaviors (e.g., Hines, 
Hungerford, &. Tomera, 1986). However, the ability of environmental attitude to predict 
environmentally responsible behavior has frequently been found to be weak. In addition, 
Krause (1993) found that self-labeled environmentalists did not necessarily alter their 
behavior to deal with environmental problems. Newhouse (1990) attributes this 
inconsistency to such factors as poor research design, and confounding factors such as 
social norms. Similarly, many researchers have noted poor measurement correspondence 
between environmental concern and specific types of environmental behavior to be the 
leading argument for attitude's weak predictability of behavior (e.g.. Cook & Berrenberg, 
1981; Van Liere & Dunlap, 1981). A review of environmentalism-related literature 
suggests that attitudes toward specific environmental behaviors might be more meaningful 
(Van Liere & Dunlap, 1981; Stem & Oskamp, 1987). 
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Recycling behavior has been a frequent behavior of interest. Studies have found 
people's decisions to recycle relied mostly on motivation factors such as incentives or 
rewards (Diamond & Loewy, 1991; De Young et al., 1993; Geller, Winnet, & Everett, 
1982), personal convenience (De Young, 1988/1989; Vining & Ebreo, 1990); community 
service, frugality, self-sufficiency, self reliance (De Young, 1986), and societal obligations 
and altruistic norms (Hopper & Nielson, 1991; Schwartz, 1977; Vining & Ebreo, 1992). 
However, several studies have found that the most important motive for recycling was 
concem for conservation of natural resources (e.g., De Young, 1986; Vining & Ebreo, 
1990). Howenstine (1993) found that decisions to recycle depended on motivation, 
knowledge, and ability to overcome the inconvenience to participate in recycling. Thus, 
in regards to recycling behavior, it appears that the general public knows the importance 
of recycling, but there is a lack of motivating factors and need for easy access to 
recycling facilities (De Young, 1986; Vining & Ebreo, 1992). De Young et al. (1993) 
found that environmental and economic rationales were influential in source reduction 
behavior (management of waste by minimizing the volume and/or toxicity of waste). 
Finally, in a meta-analysis of environmentally responsible behavioral studies, Hines, 
Hungerford, and Tomera (1986/1987) defined variables associated with responsible 
environmental behavior to be knowledge of issues, knowledge of action strategies, locus 
of control (self-attribution of responsibility for actions), attitudes, verbal commitment, and 
an individual's sense of responsibility. Other variables that are considered to be 
influencers of environmental attitudes include beliefs held by people (Feldman, 1988) and 
perceived threats (Grieshop &, Stiles, 1989; Gunter & Finlay, 1988). 
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Environmental influences on consumer decision-making Less research has 
been conducted on the influences of environmental concerns on consumption behavior. 
Product purchasing is complex in that environmental correctness of the product is 
evaluated simultaneously with other product attributes such as price, quality, performance, 
and availability (Kashmanian, Kuusinen, & Stoeckle, 1990). However, a study by De 
Young et al. (1993) indicates that consumers are more likely to practice home-based 
source reduction activities such as reusing aluminum foil than purchasing activities such 
as buying items with less packaging. 
Kinnear and Taylor (1973) found buyers with higher levels of ecological concern 
perceived the ecological dimension of the product to be more salient. Also, Alwitt and 
Berger (1993) found that atdtude strength had a stronger influence on consumer intentions 
to purchase the environmentally-sensitive product. Kashmanian, Kuusinen, and Stoeckle 
(1990) suggest that the impact of purchasing behavior on the environment can be used to 
motivate source reduction behavior. 
Demographic characteristics The characteristics of environmentally concerned 
individuals have been examined in many studies. Results appear to be inconclusive in 
regards to whether socioeconomic and demographic variables are related to attitude toward 
the environment and environmental behavior (Kinnear, Taylor, & Ahmed, 1974; Vining & 
Ebreo, 1992), Recent research has found that environmentally concerned people are more 
likely to be older, female, more educated, and politically liberal, and to have higher 
incomes and children (e.g., Butler Sc Francis, 1994; Chase, 1991; Levin, 1990; J. Ottman 
Consulting, 1991). However, results from earlier studies have found environmentally 
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concerned individuals to be disproportionately younger (e.g., Buttel & Flinn, 1976; 
Grossman & Potter, 1977; Murdock & Schriner, 1977; Tognacci, Wiegel, Wideen, & 
Vemon, 1972), indicating that environmentally concerned groups may be from the same 
age cohort. Overall, "green" consumers have generally been described as sophisticated 
and well-informed. 
On the other hand, some researchers have found environmental attitudes not to 
vary along demographic lines (e.g., Krause, 1993; Oskamp, Cameron, Lipsey, Mindick, & 
Weissbach, 1991; Roper Organization, 1990). In addition, findings from Kinnear, Taylor, 
and Ahmed (1974) and Samdahl and Robertson (1989) suggest personality variables to be 
better predictors than socioeconomic variables. Hines, Hungerford, and Tomera 
(1986/1987) found the effects of demographic variables to be inconclusive. In their meta­
analysis, they found that individuals with higher incomes appeared to be only slightly 
likely to engage in environmentally responsible behaviors. 
In regards to the region of the country where environmentalists can be found, 
findings are inconsistent. For example, studies by Chase (1991), Levin (1991), and J. 
Ottman Consulting (1991) cite different places in the United States where a 
disproportionate number of environmentalists can be found. In terms of rural versus 
urban locations, Thompson and Gasteigher (1983) found respondents from rural areas 
were more willing to give up items to conserve materials and energy resources than urban 
respondents. 
Environmental knowledge Envkonmental knowledge has been assessed to 
explain variance in environmental attitude and behavior. The main assumption has been 
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that increase in knowledge will increase environmental concern. Arcury and Johnson 
(1987) describe environmental knowledge as "factual information that individuals have 
about the environment, the ecology of the planet, and the influence of human actions on 
the environment/ecology" (p. 32). Knowledge about environmental issues has been 
generally found to be limited in public surveys (Arcury & Johnson, 1987; Arcury, 1990) 
and among students (Syndinos, 1990). 
Arcury, Johnson, and Scollay (1986) found individuals' response to the NEP items 
were related to their knowledge of environmental problems. Generally, environmental 
knowledge has been positively related to environmental attitude (Arcury, 1990; Ramsey & 
Rickson, 1976). Dispoto (1977) found diat knowledge about ecology, the environment, 
and pollution to be predictive of actual behavior. In addition, Hines, Hungerford, and 
Tomera (1986/1987) found knowledge of environmental issues and strategies to be 
associated with behavior. In a cross-cultural study of American and French citizens, 
knowledge was found to have a mediating role in predicting behavior (Arbuthnot & 
Lingg, 1975). However, Borden and Schettino (1979) found that although environmental 
knowledge had a strong positive effect on actual behavior, its effect on willingness to 
adopt new environmentally responsible activities was smaller. 
Maloney and Ward (1973) found environmental group membership to be 
associated with environmental knowledge, whereas, Krause (1993) found that degree of 
understanding about the environment had no relationship with self-labeling as an 
environmentalist. Studies have also found age, sex (male), income, and education to be 
positively associated with environmental knowledge (Arcury & Johnson, 1987). 
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Clothing consumption and environmentalism Recent interests in 
environmentally responsible consumption behavior have generated interest among scholars 
in the area of textiles and clothing. Stephens (1986), conducting one of the earliest 
investigations related to environmentally responsible clothing behavior, found a 
relationship between socially responsible consumption attitudes and attitudes about 
clothing acquisition and discard. However, her findings suggest that public awareness of 
environmentally responsible clothing behavior is less pervasive than for other consumer 
products. Most recently, Butler and Francis (1994) found that general environmental 
attitudes of female consumers influenced clothing-related environmental attitudes which in 
turn influenced clothing purchasing behavior. Shim (1995) found environmental attitudes 
to have a positive influence on several environmentally oriented disposal methods such as 
charity motivated donation, environmentally motivated donation, and environmentally 
motivated reuse. 
Contrary to previous findings of demographic variables related to environmental 
concern, Butler and Francis (1994) found age and education to have limited influence on 
either attitudes or behavior. In terms of differences in male and females, Shim (1995) 
found female students and older students were more likely to choose environmentally 
oriented disposal methods. 
In past studies, environmental concerns have been studied in conjunction with such 
marketing practices as advertising. For example, Forney, Kim, and Arnold (1995) 
conducted a study related to advertisement response in which environmentally concerned 
female students reacted more positively to fashion ads with environmental messages. 
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Thus, environmental marketing has been utilized in advertisements to bring forth positive 
evaluations of the ad, which would then transfer to the product. 
Ad attitude 
In recent years, ad attitude has gained much attention in the marketing/advertising 
literature. Researchers have studied the peripheral aspects of the advertising stimuli which 
may evoke favorable responses from affective reactions which are then transferred to the 
advertised brand. Although brand beliefs have been found to be the deciding factor in 
determining brand attitude, studies by researchers confirm the importance of ad attitude in 
forming brand evaluations. Various dimensions of ad attitude have been studied by 
researchers. An extensive review of ad attitude-related research is provided by Muehling 
and McCann (1993), explaining conceptualization, operationalization, antecedents, 
moderators, and consequences of ad attitude. 
Dimensions of ad attitude Ad attitude has been defined as a unidimensional as 
well as multidimensional construct. Muehling and McCann (1993) observe that most 
studies which assess ad attitude in unidimensional terms view ad attitude as affective in 
nature. Lutz (1985) defines ad attitude as "a predisposition to respond in a favorable or 
unfavorable manner to a particular advertising stimulus during a particular exposure 
occasion" (p. 46). Muehling and McCann (1993) observe that ad attitude, as a 
unidimensional construct, is situationally-bound, focusing on consumers' reaction to a 
particular ad at a particular time or within a specific context. 
On the other hand, ad attitude as a multidimensional construct focuses on the 
cognitive as well as the affective dimension (of. Shimp, 1981). The addition of the 
35 
cognitive element is based on the notion that ad attitude is formed from deliberate or 
effortful evaluations of various aspects of the ad. Formation of ad attitude based on the 
cognitive versus the affective dimensions of the ad can be explained through the central 
and peripheral route to persuasion conceptualized by Petty, Cacioppo, & Schumann 
(1983). The central route to persuasion explains a processing mode to attitude formation 
in which people exert a significant amount of cognitive effort to evaluate issue-relevant 
arguments presented in a stimuli. The peripheral route indicates a processing mode in 
which attitudes are mainly affected by simple acceptance or rejection of cues and are less 
affected by argument quality in stimuli. Ad attitude is more likely to be the result of 
central processing under high involvement, whereas peripheral processing is likely to 
ensue under low involvement. 
Antecedents of ad attitude Antecedents of ad attitude can be divided into 
person/individual factors, ad-related factors, and other factors (Muehling & McCann, 
1993). Lutz (1985) explains that ad attitude may be influenced by factors inherent in the 
respondent such as ad credibility, ad perceptions, attitude toward the advertiser, attitude 
toward advertising, and mood. Some of these antecedents (i.e., ad credibility and ad 
perceptions) are thought to be processed through the central processing route while others 
are processed via the peripheral route. Cognitive and/or affective responses toward 
particular aspects may also influence ad attimde (e.g., Hastak & Olson, 1989; Muehling & 
Laczniak, 1992; Chattopadhyay & Basu, 1990; Holbrook & Batra, 1987; Maclnnis & 
Park, 1991). 
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Attitude toward advertising in general The concept of attitude toward 
advertising in general was developed from the works of Lutz (1985) and Muehling (1987). 
Lutz (1985) defines attitude toward advertising in general as "a learned predisposition to 
respond in a consistently favorable or unfavorable manner to advertising in general" (p. 
53). The basic idea of attitude toward advertising in general is that a consumer's general 
affective reaction to advertising will influence his/her attitude toward any specific ad 
(MacKenzie & Lutz, 1989). 
There are two underlying dimensions of attitude toward advertising in general; 
attitude toward the institution of advertising (i.e., its purpose and effects) of advertising 
and attitude toward the instrument of advertising (i.e., ad medium) (Durvasula, Andrews, 
Lysonski, & Netemeyer, 1993; Muehling, 1987; Sandage & Leckenby, 1980). Muehling 
(1987) found the majority of thoughts consumers reported related to advertising could be 
classified into two categories: funcdon of advertising and practice of advertising. In a 
cross-national study, Durvasula et al. (1993) found function-oriented (i.e., related to 
effectiveness of advertising) and practice-oriented (i.e., related to executional features of 
ads and media) thoughts to influence attitude toward the institution of advertising and 
attitude toward ad instruments which in turn influenced attitude toward advertising in 
general. Both Sandage and Leckenby (1980) and Muehling (1987) found attitude toward 
the institution of advertising to be positively stronger than attitude toward the instrument 
of advertising. 
In regard to the ad attitude and attitude toward ads in general relationship, Lutz 
(1985) contends that global advertising attitudes are more likely to influence attitude 
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toward specific ads under low- rather than high-involvement processing conditions 
(discussion of involvement in relation to ads is presented in later sections of Chapter 2). 
However, Muehling (1987) observed no relationship between attitude toward advertising 
in general and ad attitude. 
Perceived ad credibility Ad credibility, a special case of ad 
perceptions, is defined as "the extent to which the audience perceives claims made about 
the brand in the ad to be truthful and believable" (Lutz, 1985, p. 49). Higher ad 
credibility is believed to have a positive influence on ad attitude. 
Lutz (1985) describes the ad credibility construct as a subsystem with three 
constructs: perceived ad claim discrepancy, advertiser credibility, and advertising 
credibility. Perceived ad claim discrepancy is explained by a person's ability to evaluate 
a claim's truthfulness based on his or her knowledge and prior experience in regard to the 
advertised product. 
Advertiser credibility refers to the perceived truthfulness or honesty of the sponsor 
of the ad. Advertiser reputation has been found to influence ad credibility (Goldberg & 
Hartwick, 1990) and also attitudes of message recipients (e.g., Stemthal, Dholakia, & 
Leavitt, 1978). These findings demonstrate that source credibility moderates the effects of 
attitude formation toward ads. 
Advertising credibility represents consumer perception of the truthfulness and 
believability of advertising in general, not only the particular ad in question. This 
dimension is supported by the conjecture that evaluation of a specific advertisement is 
evaluated based on general beliefs about advertising (e.g., Bauer & Greyser, 1968). Lutz 
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(1985) states that ad credibility relies on a reasonably high level of cognitive activity on 
the part of the message recipient in order to have an influence on ad attitude, thus 
representing the highest level of involvement compared to other antecedents of ad attitude. 
Effects of ad attitude Ad attitude has been examined as an explanatory, 
predictor, and mediating construct for many advertising response-related variables. In 
addition to being influenced by such variables as ad credibility and attitude toward ads in 
general, ad attitude has been found to influence response variables at the cognitive, 
affective, and behavior levels. Outcome variables of ad attitude include brand cognitions, 
brand beliefs, product attitude, and purchase intentions (e.g., Droge & Darmon, 1987; 
Gardner, 1985; MacKenzie, Lutz, & Belch, 1986; Madden, Debevec, & Twible, 1985). 
Brown and Stayman (1992) conducted a meta-analysis integrating research examining the 
relationships among ad attitude and related constructs. 
Product/brand attitude 
Product attitude is a predisposition to respond in a favorable or unfavorable 
manner to a particular product. In this section and throughout the chapters, product 
attitude is used interchangeably with brand attitude. Previous research has used the 
concept of brand attitude to indicate receivers' evaluations of products presented in an 
experimental situation. A variety of products are often produced under a certain brand 
and similar products are sold under many brand labels. It is likely, however, that 
consumers form attitudes toward a product with a particular brand name as one 
component of tiie attitude. Thus, throughout this dissertation, the term product/brand 
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attitude or product attitude will be used in place of brand attitude unless the tenn of brand 
attitude is appropriate. 
Dimensions of product/brand attitude Researchers have recently suggested 
product/brand attitude to be more than a unidimensional construct (Batra & Ahtola, 1990; 
Holbrook & Hirshman, 1982; Millar & Tesser, 1986; Triandis, 1977). First, formation of 
product attitude can be influenced by two routes of persuasion -- central and peripheral 
(Petty, Cacioppo, & Schumann, 1983). This is based on the Elaboration Likelihood 
Model (ELM) which proposes that variations in the nature of persuasion depends on the 
likelihood that receivers will engage in "elaboration" of information relevant to the 
persuasive issue (Petty, Cacioppo, & Schumann, 1983). 
Similarly, Batra and Ray (1985; Batra & Ahtola, 1990) have decomposed product 
attitude into two components - utilitarian and hedonic. Batra and Ahtola (1990) observe 
that consumers purchase products and engage in consumption behavior for both hedonic 
gratification and utilitarian benefits. According to Batra and Ray (1985), a utilitarian 
component of the product is based on perceptions that a product/brand has the ability to 
deliver certain desired physical attributes. The hedonic component of product attitude 
involves transfer of affective feelings evoked from ad executions to the brand. Batra and 
Ray (1985) state that these distinct components of product/brand attitude probably result 
from the same types of processing as proposed by Petty, Cacioppo, and Schumann (1983). 
Combining these two lines of thought, it is proposed that the hedonic aspect of 
product/brand attitude is formulated through peripheral processing, whereas the utilitarian 
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component of product/brand attitude is formulated through central processing (Batra & 
Ray, 1985). 
Researchers have found brand attitude to be partially determined by ad attitude as 
well as brand beliefs (cf. Burton & Lichtenstein, 1988; Gresham & Shimp, 1985; Mitchell, 
1986; Mitchell & Olson, 1981; Park & Young, 1986), Thus, the mediating effects of ad 
attitude in determining brand attitude has been examined independent of beliefs. 
Moreover, cognitive responses have been found to have an inverse effect on affective 
responses. 
Product attribute beliefs Product attribute belief is a cognitive component of 
product/brand attitude used to explain a person's favorable or unfavorable evaluations of a 
product (Engel, Blackwell,, & Miniard, 1993). Associations made between the product 
and its attributes are examined when assessing how consumers form attitudes toward the 
product. Multi-attribute models have been used to ascertain important attribute beliefs a 
person holds about a product and also the salience of these attributes. Ajzen and 
Fishbein's (1980) expectancy value model suggests that atdtudes are a function of beliefs 
(bj) and their evaluative aspects (Cj). The strength of the belief that a product has each 
attribute "i" and the evaluation of how well the product fulfills these attributes are 
summed in a compensatory manner (Sbjei) to estimate attitude toward the product. 
In cases where message claims about a product are being processed (e.g., 
advertisements), the receiver is exposed to the message about product characteristics 
whereupon beliefs about the product are formed and consequent behavioral intentions to 
purchase the product are expressed. A few studies have examined how apparel product 
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attributes are used to form beliefs about apparel products (Abraham-Murali & Littrell, 
1995; Eckman, Damhorst, & Kadolph, 1990). The level of message processing (i.e., 
message involvement) has been considered a precursor to product attribute beliefs in 
advertisement processing studies. (Detailed explanation of the involvement literature is 
provided in later sections of this chapter.) Laczniak and Muehling (1993) found that high 
message involvement did not necessarily lead receivers to believe that the brand was more 
likely to possess a particular attribute. However, they did find that beliefs formed by high 
involvement receivers were held with greater certainty than those of low involvement 
receivers. Also, in another study, brand beliefs were found to be unstable over time in 
low involvement conditions (Laczniak & Muehling, 1990; Muehling & Laczniak, 1989). 
Under high-message involvement conditions, because ad receivers are likely to use central 
route processing, brand-related beliefs are expected to be strong influencers of brand 
attitudes where brand attitudes are formed after diligent consideration of message points 
(Gardner, 1985; Park & Young, 1986). 
Brand beliefs in relation to product knowledge have also been studied to examine 
effects of prior product knowledge on beliefs about product attributes. Laczniak and 
Carlson (1989) found that under higher levels of product knowledge, ad attitudes and not 
product/brand beliefs influenced the brand attitude. Although some research findings 
report ad attitude to outperform brand beliefs in explaining brand attitude (e.g., Mitchell & 
Olson, 1981), Mittal (1990) suggested that more comprehensive coverage of attribute 
beliefs (i.e., image as well as utilitarian attributes) will enhance the predictability of the 
belief measure. Also, Gardner (1985) found product/brand-related beliefs to more 
i 
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significantly influence product/brand attitude when respondents were specifically directed 
to evaluate the advertised product. 
Purchase intentions 
In the marketing/advertising literature, product attitude has frequently been studied 
to predict purchase intentions. Models have been presented to describe relationships 
between ad attitude, product/brand attitude and purchase intentions. For example, Mitchell 
and Olson (1981) studied ad attitude as a mediator of product/brand attitude and purchase 
intentions (Mitchell & Olson, 1981). Also, Cox and Lxjcander (1987) found that for a 
novel product, ad attitude had a stronger effect on purchase intentions than for a familiar 
product. 
Models of product attitude and purchase intentions Researchers have 
proposed various possibilities in explaining the relationship concerning product/brand 
cognitions, ad attitude, product/brand attitude, and purchase intentions. Four models 
hypothesizing the causal links among cognitive responses to tiiese three constructs 
represent how the mediating role of ad attitude has been studied by MacKenzie, Lutz, and 
Belch (1986). Figure 2.2 diagrams four different relationships among variables. 
First, the affect transfer hypothesis model is consistent with Petty and Cacioppo's 
ELM in that a direct causal path from ad attitude (peripheral route) and product/brand 
cognitions (central route) combined constitutes the effects on product/brand attitude. 
Product/brand attitude has a main influence on purchase intentions. 
The dual mediation hypothesis model is similar to the affect transfer hypothesis 
with the exception that there is a direct flow from ad attitude to product/brand cognitions. 
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The rarionale behind the direct and indirect flow of ad atritude is that the receiver's 
affective responses to ads can influence the way the message is cognitively processed. 
The reciprocal mediation hypothesis model has interdirectional flows between ad 
attitude and productA^rand attitude, meaning that both affective and cognitive responses 
will coincidently influence the other. Finally, the independent influence hypothesis model 
assumes no influence of ad attitude on product/brand attitude, but independent effects on 
purchase intentions. 
The dual mediation hypothesis model has been found to best explain the 
relationship between ad attitude, product/brand attitude, and purchase intentions 
(MacKenzie et al., 1986). Product attitude was found to be a function of attribute related 
beliefs and affective reaction to the ad (e.g., Lutz, 1985; Mitchell & Olsen, 1981; Shimp, 
1981). Other studies have found the dual mediation hypothesis model to best explain the 
relationship of the constructs under conditions of both high and low levels of involvement 
(Homer, 1990) and brand and nonbrand processing conditions (Gardner et al., 1985). In 
addition, Muehling, Laczniak, and Stoltman (1991) found the dual mediation hypothesis 
model to be supported in situations where involvement with both advertising message and 
execution is high. 
Another hypothesized model introduced in the marketing/advertising literature is 
the dual component model (Mitchell, 1986). This model hypothesizes that both visual and 
verbal elements of advertisements affect product/brand attitudes by influencing product 
attribute beliefs and ad attitudes. Ad attitude and product attribute beliefs then influence 
product/brand attitude. Thus, this model proposes four different routes to product/brand 
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attitude formation. Tliere is no interaction between ad attitude and product attribute 
beliefs. The visual and verbal components work simultaneously to form ad atdtude and 
product attribute beliefs either in a complimentary or negating manner with regard to ad 
attitude. 
Consumer Involvement 
Involvement has major significance in understanding consumer attitude and 
behavior because it is a central motivation factor shaping processes of purchase decisions 
(Engel, Blackwell, «& Miniard, 1993). The following section outlines the role of two 
forms of consumer involvement - advertisement message involvement and product 
involvement ~ in consumer and advertisement processing and purchase decision making. 
A brief explanation of purchase decision involvement is included. 
Advertisement/message involvement 
Advertisement involvement can be induced if the product advertised holds personal 
relevance to the receiver. Message involvement has been predominately studied as part of 
advertisement involvement from a cognitive processing point of view (Petty & Cacioppo, 
1979). Thus, emphasis has been put on involvement as it relates to cognitive response to 
persuasive messages (e.g., Batra & Ray, 1983; Greenwald & Leavitt, 1985; Lastovicka & 
Gardner, 1978). Message involvement has been studied in reference to personal relevance 
(i.e., involvement), and acquisition and processing of messages in advertisements. Thus, 
message involvement has contributed to the understanding of the involvement concept, 
especially in relation to advertisement stimuli. 
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Conceptualization A series of conceptual definitions of message involvement, 
similar to the broader involvement construct, have surfaced. In a review of literature, 
Laczniak, Muehling, and Grossbart (1989) found that message involvement has been 
studied from such conceptual viewpoints as personal relevance (e.g., Leigh & Menon, 
1987; Park & Young, 1986; Petty, Cacioppo, & Schumann, 1983; Wright, 1973; 1975; 
Zaichkowsky, 1985a), attentional capacity (e.g., Cohen, 1983; Greenwald & Leavitt, 1984; 
Leigh & Menon, 1987; Mitchell, 1983), arousal and interest (e.g., Andrews, 1988; 
Mitchell, 1980; Muehling & Laczniak, 1992; Woodside, 1983), and elaborative processing 
(e.g., Batra & Ray, 1983; Muehling & Laczniak, 1992). 
Message involvement is situationally bound and transitory in state (Muncy & Hunt, 
1984). Batra and Ray (1983) write that the "...manner of processing varies across product 
classes, product/brands within a product class, messages for a given product/brand, 
message reception situation, and the individuals who receive that message" (p. 309). 
During states of involvement the receiver makes connections between the message of an 
ad and aspects of his/her life, thus engaging in "elaborative processing." Also, Laczniak, 
Muehling, and Grossbart (1989) write, "...finding the information to be personally 
relevant, an individual is likely to devote greater processing effort and attentional capacity 
to the contents of the ad" (p. 29-30). Thus, elaborative processing is more prevalent when 
ad content has personal relevance to the receiver (Bumkrant & Sawyer, 1983; Wright, 
1973; Zaichkowsky, 1985a). 
Cognitive response activity Many studies have used cognitive response activity 
as an indicator of message involvement (cf. Batra & Ray, 1985; Fiske & Taylor, 1984; 
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Rothschild & Ray, 1974). The cognitive response approach in message involvement 
assumes that the audience is an active processor of persuasive messages (Greenwald & 
Leavitt, 1985). Increase in cognitive activity has been associated with increase in 
involvement level. The Elaboration Likelihood Model (ELM) is a frequently cited theory 
which assumes that the effectiveness of persuasive methods depends on whether the 
elaboration likelihood of the communication situation is high or low (Petty & Cacioppo, 
1983). Occurrence of message- or issue-relevant thought is an indicant of elaboration of 
cognitive responses. Also, cognitive response is an activity that occurs prior to belief and 
attitude formation (Krugman, 1965; Olson, Toy, & Dover, 1982; Park & Young, 1986; 
Ray, 1973; Smith & Swinyard, 1988; Muehling & Laczniak, 1992). For example, the 
means by which product/brand attitudes are formed or changed is likely to be affected or 
moderated by the individual's level of involvement. 
Dimensions of message involvement From a cognitive perspective, message 
involvement is described as possessing intensity and directional properties (Gardner, 
Mitchell, & Russo, 1985; Mitchell, 1981). Intensity is the level of attention devoted to 
the message, and direction is reflected in the receiver's processing strategy or goals (e.g., 
brand versus nonbrand processing). Laczniak, Muehling, and Grossbart (1989) explain 
that "...message involvement...manifests itself in terms of focused attention (attention 
capacity) and motivation (processing goals)" (p. 30). Thus, an individual must decide 
which aspect of a stimulus to attend to and how much attention to devote to it when 
processing information. Leigh and Menon (1987) note that the "direction" property of 
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message involvement appears to be more applicable when product/brand knowledge 
already exists. 
High and low message involvement High message involvement is a 
motivational state associated with a heightened degree of focus on message arguments in 
conjunction with a conscious attempt to evaluate the advertised product/brand based on 
the advertisement message (Gardner et al., 1985). Higher ad message involvement can be 
explained by higher attention to message claims and higher levels of message processing 
(Laczniak & Muehling, 1993). Message involvement has been measured by the 
proportion of message-related cognitive responses generated at the time of ad exposure 
(Batra & Ray, 1983; Wright, 1973; 1974). 
Higher levels of message involvement have been associated with greater numbers 
of stimulus-related thoughts generated by individuals (Petty & Cacioppo, 1981). In 
studies where message involvement is manipulated, results show a greater number of 
message-oriented thoughts are generated by high involvement individuals (Batra, 1985; 
Gardner, Mitchell, & Russo, 1985; Petty & Cacioppo, 1981b; Wright, 1974). Increases in 
involvement are also a function of increase in attention to message content (Gardner, 
Mitchell, & Russo, 1985). Under low message involvement, message processing has been 
reported to be minimal (Greenwald & Leavitt, 1985) with fewer beliefs and cognitions 
stored in the memory (Batra & Ray, 1983). 
Message involvement has been found to be influenced by enduring personal factors 
such as an individual's product class involvement and product knowledge (Maclnnis & 
Jaworski, 1989; Muehling & Laczniak, 1992). Research has suggested that these 
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predispositions are important in determining whether an individual will be motivated to 
engage in message processing (Maclnnis & Jaworski, 1989). 
Product involvement 
Product involvement originates from the writings of Howard and Sheth (1969). 
Involvement is defined by Howard and Sheth (1969) as product-class specific and 
determined by how the buyer ranks product classes based on one's needs. Zaichkowsky 
(1986) defines involvement as "a person's perceived relevance of the object based on 
inherent needs, values, and interests." Product involvement is associated with such 
outcomes as (1) greater perceptions of attribute differences, (2) narrower latitudes of 
acceptance for product attributes, (3) greater knowledge of products and product features, 
(4) higher perceptions of product importance, (5) greater ability to elaborate on 
product/brand advertising claims, and (6) greater commitment to product/brand choice as 
well as behavioral characteristics such as (7) greater quantity and frequency of product 
consumption (Antil, 1984; Howard & Sheth, 1969). Different levels of involvement have 
been found for various product classes (Lastovicka & Gardner, 1978; Zaichkowsky, 
1985a). 
Researchers have found product involvement to result from either or both 
situational and personal factors. Houston and Rothschild (1978) integrate the physical 
characteristics of the product (i.e., characteristic of the product) as part of the situational 
factor. For instance, product attributes may be perceived as either personal or situational 
factors depending on whether the characteristic of the product elicits relatively fixed 
reactions or reactions that emanate from the unique characteristics of each consumer 
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(Greenwald & Leavitt, 1984). Distinction in product attributes motivates a person to 
compare and evaluate the differences leading to a differentiation of alternatives and thus 
inducement of involvement. Involvement increases as choice alternatives are 
differentiated and perceived risk (i.e., physical, psychological, performance, financial) is 
high (Engel, Blackwell, & Miniard, 1993). Hedonic benefits of the product are also 
considered under the product attribute set (Laurent & Kapferer, 1985). 
Product involvement measures have been developed to apply to specific product 
categories (Bloch, 1981; Mitchell, 1979) or universally to all products. Zaichkowsky's 
Personal Involvement Inventory (PII) (1985a) is a widely used measure in which 
involvement with a variety of products can be assessed. Although Zaichkowsky's PII has 
received criticism due to the absence of a multi-dimensional approach, it has been viewed 
to have high internal consistency. Researchers have attempted to compensate the PII's 
deficiency by further developing and modifying 2^ichkowsky's scale (e.g., McQuarrie & 
Munson, 1987). Zaichkowsky (1994) has recently reduced the PII to ten items and 
grouped the items into two subscales: cognitive and affective dimensions of product 
involvement. 
Apparel product involvement All studies in marketing research which 
measure product involvement in relation to apparel products refer to "fashion 
involvement." In clothing research, Zaichkowsky's (1985) PII has been assessed in 
conjunction with fashion involvement measures. Fairhurst, Good, and Gentry (1989) 
found PII relevant in measuring involvement with fashion in women's apparel and found 
PII to significantly correlate with two specific measures of fashion involvement: Tigert, 
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Ring, and King's Fashion Involvement measure and Lifestyle Fashion Consciousness 
measure (1976). Tigert, Ring, and King (1976) view fashion involvement as a 
culmination of five dimensions: fashion innovativeness and time of purchase, fashion 
interpersonal communication, fashion interest, fashion knowledgeability and fashion 
awareness, and reaction to changing fashion trends. A fashion involvement index was 
developed based on the five dimensions; consumers who scored high on this index were 
heavy clothing buyers (Fairhurst, Good, & Gentry, 1989). Possibilities of gender 
differences in clothing involvement is shown in Kaiser and Chandler's (1985) study, in 
which females were found to define themselves more through appearance than were 
males. 
Most research in the area of textiles and clothing has used a broader term called 
"clothing interest." Kaiser (1990) writes that "interest in clothes is closely aligned with 
the behavioral dimension of attitudes in terms of how people spend time, money, and 
attention relative to clothing" (p. 295). Thus, interest in clothing can be evidenced in such 
activities as shopping for clothes, experimenting with appearance, collecting information 
about current fashion, etc. Gurel and Gurel (1979), using a measure developed by 
Creekmore (1963) found that interest in clothing had four distinct dimensions: concern 
with personal appearance, experimentation with appearance, heightened awareness of 
clothing, enhancement of personal security, and enhancement of individuality. In addition, 
three other types of interests: conformity, modesty, and comfort were noted to be part of 
the clothing interest domain (Gurel & Gurel, 1979). Thus, it may be reasoned that 
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clothing involvement is comprised of several dimensions of clothing interest such as 
fashionability, individuality, and comfort. 
Product knowledge Consumer knowledge is defined as "the subset of total 
information relevant to consumers functioning in the marketplace" (Engel, Blackwell, & 
Miniard, 1993, p. 301). Product knowledge encompasses different types of information 
such as awareness of product category and brands, product terminology, product attributes 
or features, beliefs about the product category in general, and also beliefs about specific 
product/brands (Engel, Blackwell, & Miniard, 1993). Product knowledge is conceptually 
different from product familiarity in that familiarity is defined as the number of product 
related experiences that have been accumulated by the consumer (Alba & Hutchinson, 
1987). Yi (1993) notes, however, that familiarity constitutes part of knowledge. 
Experts and novices are categorized based on product knowledge of the consumer. 
Although groups with each level of knowledge may process ad messages in detail, 
research shows that consumers who are novices are prompted by different ad related 
factors compared to experts (Alba & Hutchinson, 1987). The responses evoked by 
different types of ad messages (i.e., attributes versus benefits) have also been found to 
differ based on the level of product knowledge (e.g., Maheswaran & Stemthal, 1990). 
Product knowledge and product involvement have been found to influence ad attitude and 
brand attitude (e.g., Laczniak & Carlson, 1989; Muehling & Laczniak, 1992). Also, Yi 
(1993) has shown that product/brand evaluations based on ambiguous product information 
may be a function of consumer knowledge. 
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There has been conflicting reports on how people who differ in product knowledge 
process information about the product. Bettman and Park (1980) found no difference in 
how consumers sought information based on their level of product knowledge. Park and 
Lessig (1981) found motivation (or involvement) to be a stronger influencer of 
information search processes than a person's knowledge. On the other hand, Sujan (1985) 
found knowledge (or expertise) to be correlated with involvement. However, Sujan 
(1985) states that knowledge has an effect on information processing independent of 
involvement with the product category. In support, Zaichkowsky (1985b) found no 
relationship between product involvement and product knowledge. 
Purchase decision involvement 
Involvement with purchase decisions is considered distinctive due to the risk 
factors that entail this involvement situation (Howard & Sheth, 1969). For example, in a 
study of involvement with purchase decisions (Keith & Belk, 1978), an interaction 
between product involvement and the task of purchasing was found. Subjects spent more 
money, shopped more stores, and spent more time when shopping for an item as a gift for 
others. However, the amount of search and money expended for the high-involvement 
products was the same regardless of whether the product was a gift or for personal use. 
Outcomes of involvement 
Involvement can manifest itself through several behavioral patterns in consumers. 
High or low involvement has been assessed in foiins of numbers of "personal 
connections" (Muehling & Laczniak, 1989), peripheral versus central routes (Petty & 
Cacioppo, 1981b), ego-involvement (Sherif & Hovland, 1961), and state of arousal or 
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drive (Bumkrant & Sawyer, 1983; Mitchell, 1979). Some outcomes of higher 
involvement include increase in stimuli-related thoughts (Muehling & Laczniak, 1989), 
persuasion by strength of arguments and more sensitivity to attribute differences (Petty & 
Cacioppo, 1979), more resistance to persuasion (Robertson, 1976), and greater demand for 
information regarding the stimuli or product (Bumkrant & Sawyer, 1983; Mitchell, 1979). 
Relationship between Attitude- and Involvement-related Constructs 
Previous studies have examined the function of attitude- and involvement-related 
constructs within multi-dimensional arrays of variables to understand the complexity of 
consumer behavior. For example, message involvement has been studied in conjunction 
with such constructs as product/brand attitudes, product/brand beliefs, and ad attitude (e.g.. 
Petty & Cacioppo, 1981b; Cacioppo & Petty, 1984; Muehling & Laczniak, 1992; Olson, 
Toy, & Dover, 1982; Smith & Swinyard, 1982). These studies have been conducted to 
develop a more comprehensive explanation of consumer response and advertising 
processing with key ad-processing variables. 
Message involvement and product knovcledge 
Ability has been considered an antecedent to involvement states and is influential 
on the type of processing employed by advertisement receivers (Batra & Ray, 1986; Petty 
& Cacioppo, 1981b). Product knowledge is explained as product-related expertise with 
respect to terminology, facts, conventions, judgement criteria, generalizations, and theories 
(Brucks, 1985). Product class knowledge has often served as an indicator of ability 
(Roberts & Maccoby, 1973). 
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In conjunction with message involvement, the level of product class knowledge 
reflects the receiver's ability to process claims (Andrews, 1988). Research provides 
evidence that receivers with high levels of knowledge about the product class are better 
able to process attribute information than less knowledgeable receivers (Beattie, 1983). 
Similarly, Muehling and Laczniak (1992) found that product class knowledge was greater 
for receivers in the high message involvement group. Celsi & Olson (1988) also found 
product class knowledge to be significantly related to the amount of elaboration in which 
subjects engaged. 
Message involvement, product class involvement, and related constructs 
Product class involvement is considered a motivational factor that influences an 
individuals' involvement state (Lastovicka & Gardner, 1978; Celsi & Olson, 1988). 
Product class involvement is expected to play a large role in influencing individuals' level 
of ad message involvement and message processing occurring at the dme of ad exposure 
(Mitchell, 1979). Product involvement is associated with a readiness to acquire and 
process information (Cohen, 1983). Individuals who are involved with a product class are 
likely to have a greater propensity to attend to message points presented in an ad 
(Laczniak & Muehling, 1993). 
Higher levels of product class involvement have been associated with high 
message involvement groups (Celsi & Olson, 1988; Muehling & Laczniak, 1992). 
Greenwald and Leavitt (1984) explain that highly involved individuals should perceive 
messages contained in an ad for a product with which they are highly involved to be more 
personally relevant to their informational needs. Gardner, Mitchell, and Russo (1985) 
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provide another explanation in that highly involved individuals may be more likely to 
attend to an ad's message for purposes of evaluating the advertised product/brand because 
of greater ego-related significance of purchases made in the product class. Thus, involved 
individuals should be more willing and able to elaborate on and process ad claims that are 
personally relevant due to their better developed product category schema (Laczniak & 
Muehling, 1993). 
Message involvement and product attitude 
Studies have examined the role of involvement in association with product/brand 
beliefs, ad attitude, and product/brand attitudes. The theoretical basis of incorporating the 
involvement construct is that product/brand attitude formation is moderated by the 
individual's level of message involvement. 
First, message involvement has been studied in relation to formation of 
product/brand attitudes. Petty and Cacioppo's (1981a) Elaboration Likelihood Model 
(ELM) illustrates that the route (i.e., central versus peripheral) by which attitudes are 
formed are influenced by involvement. Under high involvement conditions, message cues 
(i.e., the quality of the claims presented in the ad) have been important influencers of 
product/brand attitude (Petty, Cacioppo, & Schumann, 1983). 
On the contrary, Maclnnis et al. (1991) noted that favorability/unfavorability of 
product/brand attitudes is not directly influenced by an individual's level of involvement 
but by their reactions to arguments made in the ad, past experiences, and other 
predispositions. Similarly, Laczniak and Muehling (1993) found support that although 
involvement may increase the attention drawn to various aspects of the ad, whether 
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individuals' ad atdtudes are positive or negative is dependent upon their idiosyncratic 
reactions to various ad elements. More specifically, involvement with ad message is not 
expected to increase an individual's subjective probability that a product/brand possess a 
certain attribute (i.e., beliefs) nor is it expected to affect their evaluations of an ad (i.e., ad 
attitude). 
Message involvement has also been viewed as a mediator to product/brand attitude 
formation. The dual mediation hypothesis model proposes that an individual's message 
involvement influences the process by which product/brand beliefs and ad attitudes are 
formed and/or changed. Gill, Grossbart, and Laczniak (1988) examined the relationships 
among product attitude, product/brand beliefs, commitment, and product involvement. 
They found product involvement and commitment to be related to product/brand beliefs 
and evaluations. In addition, the effects of product involvement and commitment on 
attitude was found to be mediated by product attribute beliefs. 
Under high involvement conditions, elaborative processors of messages are more 
likely to make associations with product/brand attributes salient in their minds (Greenwald 
& Leavitt, 1985). These associations with product/brand attributes are theorized to 
contribute to evaluation of the product/brand (Muehling & Laczniak, 1992). Salience of 
product/brand beliefs determine product/brand attitudes (cf. Fishbein & Ajzen, 1975; 
Gardner, 1985; Mitchell, 1983). Also, under high message involvement, ad attitude has 
been found to contribute to product/brand attitude formation (Park & Young, 1986). 
Muehling and Laczniak (1992) found that under high message involvement conditions, 
both product/brand beliefs and ad attitude influence product/brand attitude. In addition. 
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Muehling, Laczniak, and Stoltman (1991) found evidence of a direct effect of ad attitude 
and product/brand perceptions on product/brand attitude under high levels of ad 
executional and message involvement, but the indirect effect of ad attitude on 
product/brand attitude was not found. This supports Lutz's (1985) notion that ad 
evaluations may be formed via both the central and peripheral routes to persuasion. 
Under low levels of message involvement, because there is minimal processing of 
salient attributes of the product/brand, product/brand beliefs had little influence on 
product/brand attitude (Muehling & Laczniak, 1992; Park & Young, 1986). Gardner, 
Mitchell, and Russo (1985) also found evidence that product/brand attitude was not 
sufficiently explained by cognitive elaboration alone suggesting a presence of some other 
mediator. Gardner (1985) found that a likely mediator to explain product/brand attitude is 
attitude toward the ad. However, Chattopadhyay and Negungadi (1990) found no 
relationship between involvement and attitude toward the ad. 
Under nonbrand strategies (low involvement), attitude formation is influenced by 
the nontextual components of the ad (e.g., pictures and music). Petty and Cacioppo's 
(1981a) conceptions of the peripheral route to processing also gives direction to the 
influential role of messages under low involvement conditions. Under low involvement, 
product/brand attitudes are not formed during advertisement exposure but after purchasing 
(Krugman, 1965). However, Gardner (1985) found a significant relationship between 
beliefs and product/brand attitude in low-involvement groups, though the influence of ad 
attitude was stronger. A new theory has emerged which posits that the "central" route 
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supplements, rather than replaces, the "peripheral" route (e.g., Gardner, 1985; Lutz, 
MacKenzie, & Belch, 1983; Park & Young, 1986). 
Laczniak and Muehling (1993) found that high message involvement did not 
necessarily lead receivers to believe that the product/brand was more likely to possess a 
particular attribute. However, they did find that beliefs fonned by high involvement 
receivers were held with greater certainty than those of low involvement receivers. Also, 
in another study, product/brand beliefs were found to be unstable in low involvement 
conditions (Laczniak & Muehling, 1990; Muehling & Laczniak, 1989). Under high-
message involvement conditions, because ad receivers are likely to use "central" route 
processing, product/brand-related beliefs are expected to be strong influencers of 
product/brand attitudes where product/brand attitudes are formed after diligent 
consideration of message points (Gardner, 1985; Park & Young, 1986). 
The Theoretical Model 
Based on the attitude and involvement literature discussed previously, a multi­
phase processing model was developed. This theoretical model illustrates how attitudinal 
variables related to environmentalism, apparel products, and advertisements explain 
consumer response toward environmental apparel products in print advertisements. The 
purpose of this model was to illustrate causal links hypothesized to be significant in 
explaining consumer response to environmentally friendly apparel products. 
Constructs in this model were selected to integrate the different dimensions of 
person, product, and social issue in predicting consumer response. The model examined 
consumer response to a specific apparel product based on his/her involvement with and 
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knowledge of apparel and environmental issues. Thus, antecedent variables of 
involvement and knowledge were expected to influence subsequent attitudinal and 
behavioral measures related to apparel products and envkonmentalism. Also, consumers' 
attentiveness to the advertisement was expected to be influenced by environmental- and 
clothing-related atdtudinal variables. Remaining parts of the model describe consumer 
formation of product attitudes and purchase intentions based on favorable evaluations of 
the ad and specific beliefs about product attributes. Perceived advertisement claim 
credibility is incorporated in the model to better explain consumers' perceptions of 
environmental claims. 
Figure 2.3 maps the hypothesized relationship among constructs in the model. 
These predicted relationships are based on previous literature in the advertising and 
marketing literature. The operational constructs fomiing the multi-phase processing 
consumer response model consist of environmental concern, environmental commitment, 
environmental apparel product knowledge, involvement with comfort in clothing, 
involvement with fashion in clothing, attitude toward advertisements in general, 
involvement with the verbal aspects of the ad, involvement with the visual aspects of the 
ad, perceived environmental message credibility, product attribute beliefs, ad attitude, 
product atdtude, atdtude toward the ad, and purchase intentions. Specifically examined 
was how antecedent constructs in the model effects any consequent constructs (see Figure 
2.3). Also, the actual contribution of each construct in explaining product attitude and 
purchase intentions was an important point of interest. Furthermore, the product type used 
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for this study, apparel, was predicted to affect the ad attitude and product attribute belief 
relationship. The solid arrows denote strong positive relationships expected in this study. 
Hypotheses for path model 
Based on the model developed in Figure 2.3, the following hypotheses were 
formulated to express the relationships among the exogenous and endogenous variables in 
each path. 
H,.,. Attitude toward ads in general will have a positive effect on perceived 
environmental claim credibility (Path 1). 
Hi.2. Environmental apparel product knowledge will have a positive effect on perceived 
environmental claim credibility (Path 2). 
Hj.j. Environmental apparel product knowledge will have a positive effect on 
environmental concern (Path 3). 
H,^. Environmental concern will have a positive effect on involvement with the verbal 
aspects of the ad (Path 4). 
H1.5. Environmental concem will have a positive effect on involvement with the visual 
aspects of the ad (Path 5). 
Hj.g. Involvement with fashion in clothing will have a positive effect on involvement 
with the verbal aspects of the ad (Path 6). 
H,.7. Involvement with fashion in clothing will have a positive effect on involvement 
with the visual aspects of the ad (Path 7). 
H,.g. Involvement with comfort in clothing will have a positive effect on involvement 
with the verbal aspects of the ad (Path 8). 
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Hj.j. Involvement with comfort in clothing will have a positive effect on involvement 
with the visual aspects of the ad (Path 9). 
Perceived environmental ad claim credibility will have a positive effect on ad 
attitude (Path 10). 
H,.„. Involvement with the verbal aspects of the ad will have a positive effect on ad 
attitude (Path 11). 
Hi.,2. Involvement with the verbal aspects of the ad will have a positive effect on 
product attribute beliefs (Path 12). 
Hi.,3. Involvement with the visual aspects of the ad will have a positive effect on ad 
attitude (Path 13). 
Involvement with the visual aspects of the ad will have a positive effect on product 
attribute beliefs (Path 14). 
Hi.,5. Ad attitude will have a positive effect on product attribute beliefs (Path 15). 
Ad attitude will have a positive effect on product attitude-hedonic (Path 16). 
Product attribute beliefs will have a positive effect on product attitude-utilitarian 
(Path 17). 
Environmental concern will have a positive effect on environmental commitment 
(Path 18). 
Hj.ig, Product attitude-hedonic will have a positive effect on purchase intentions (Path 
19). 
H,.2o. Product atdtude-utilitarian will have a positive effect on purchase intentions (Path 
20). 
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Environmental commitment will have a positive effect on purchase intentions (Path 
21). 
Also examined in the hypothesized model was how well the processing model 
worked when different types of environmental claims were included in advertisements. 
Examining the routes of processing pertaining to different environmental claims such as 
messages related to the product, advertisement media, and company policy will contribute 
to understanding of whether the hypothesized model is generalizable to a wide range of 
environmental marketing techniques. The following null hypothesis will be incorporated 
along with the first group of hypotheses, H,., through H,.22. 
Hj.,: There will be no difference in the hypothesized reladonships among the constructs 
for different types of environmental claims. 
In addition, as a means of comparing the explanability of the model for environmental ads 
versus non-environmental ads, the next null hypothesis was formulated based on the 
hypothesized consumer response model for the nonenvironmental ad (compare Figure 2.3 
and Figure 2.4). 
H2.2: There will be no difference in the hypothesized relationships among constructs in 
the environmental ads and non-environmental ad. 
Thus, the interaction between the constructs preceding sdmulus exposure and constructs 
directly involved in the processing of each environmental advertisement will be a point of 
interest One note however is that the path from perceived environmental message 
credibility to ad atdtude does not exist in the model for nonenvironmental ads. 
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Also, the effects of sex were taken into consideration when developing regression 
equations for the path models. Previous studies suggest that response of male and female 
subjects differ in clothing and environmentalism related studies. Thus, how subject's sex 
interacted with processing of individual constructs was examined. 
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CHAPTER 3: METHOD 
The following chapter gives a detailed description of procedures and methods used 
to collect data. Advertisements carrying one of three different environmental claims or a 
nonenvironmental claim were presented to subjects. An experimental 4x2 factorial 
design was employed in which one independent variable, consisting of three treatments 
and a control, and an attribute variable of sex were simultaneously manipulated. 
Independent and dependent variables constituting the multi-phase processing consumer 
response model were analyzed while controlling for sex in the treatments and control. 
Procedures in conducting this study included development of stimuli and questionnaire, 
pretesting the instrument, data collection, and data analysis. 
Instrument Development 
An instrument consisting of an advertisement portfolio and a questionnaire was 
used to collect data. The advertisement portfolio consisted of an experimental ad and 
three filler ads. The questionnaire assessed consumer responses toward items representing 
specific measures of variables. 
Stimuli 
The stimulus for this study was an advertisement portfolio consisting of one 
experimental advertisement and three filler ads. The manipulated advertisement was a 
professionally developed full-page ad for a fictitious brand of clothing. 
Experimental ad The experimental advertisement introduced a "Medley" brand 
t-shirt. This product category was an appropriate apparel product choice due to its 
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frequent usage by both sexes of the collcge student sample. A fictitious brand name for 
the t-shirt was created to ensure that prior knowledge of or attitudes toward the brand 
would not influence response during the experiment. The brand name was determined via 
a pretest to ensure that it was not associated with environmentalism and also not 
positively nor negatively valenced (of. Rossiter & Percey, 1980). 
In addition to ad copy promoting the product, other factual information such as 
fiber type, colors, sizes, and price were presented in the ad. The treatments for the 
manipulated advertisements were messages related to three different types of 
environmental claims about the product/company policy and one nonenvironmental 
message intended to serve as the control. Selection of specific environmental claims were 
based on consideration of different types of environmental messages found in apparel print 
advertisements and promotional strategies frequently used by various companies. Carlson, 
Grove, and Kangun's (1993) categorization of five environmental claim types (i.e., 
product orientation, process orientation, image orientation, and environmental facts) 
observed in a broad sample of environmental ads was used as a guide in selecting 
environmental claims for this study. Different claims in this study were intended to span 
diverse methods popularly used in promoting social responsibility and environmental 
awareness. The different messages printed on the manipulated advertisement were as 
follows (one message per advertisement): 
• Medley cares about the environment. All t-shirts are made from organically grown 
natural cotton. (Treatment 1) 
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• Medley cares about the environment. All our garment hang tags are printed on 
recycled paper. (Treatment 2) 
• Medley cares about the environment. For every t-shirt sold, $2 will be donated to 
the Arbor Day Assn. (Treatment 3) 
• Medley Casual and Sports Apparel is available in over 2(X) retail stores across the 
United States. (Treatment 4 — control treatment) 
Physical length of the experimental claims were designed to be approximately equal in 
order to fill an equivalent visual space. 
Filler ads The three filler ads in the advertisement portfolio were selected so the 
product in the filler ads would be of relevance to the same audience as would be the t-
shirts. The filler ads advertised a copier, toothpaste, and pasta and sauces. The filler ads 
were copies from original advertisements found in popular magazines. Embedding the 
manipulated ad among familiar filler ads mimicked the placement of multiple ads in a 
magazine. 
The three filler ads and manipulated advertisement were randomly ordered and 
inserted in a folder for each subject. The sequence of the experimental and filler ads in 
the advertisement portfolios were arranged in twenty-four different possible ways. The 
different methods of arrangement were calculated based on the formula for combinatorial 
mathematical methods. An example of the three treatment ads and three fillers ads used 
in the ad portfolio can be found in Appendix B. 
70 
Questionnaire development 
The questionnaire contained items that measured the independent and dependent 
variables in the advertisement processing model. In addition, validity of treatment effects 
were examined with questions about the four manipulated advertisements, and 
demographic items were included for sample description purposes. A copy of the final 
questionnaire can be found in Appendix C. 
Environmental concern The New Environmental Paradigm (NEP) Scale, 
developed by Dunlap and Van Liere (1978), measured environmental concern. The NEP 
Scale is a 12-item composite scale which measures individual beliefs about society and its 
resources (see Table 3.1). The NEP characterizes a new world view of the 
human/environment relationship as one of interdependency to retain a balanced state. 
Table 3.1 Items in the New Environmental Paradigm (NEP) scale 
• We are approaching the limit of the number people the earth can support. 
• The balance of nature is very delicate and easily upset. 
• Humans have the right to modify the natural environment to suit their needs. 
• When humans interfere with nature it often produces disastrous consequences. 
• Plants and animals exist primarily to be used by humans. 
• To maintain a healthy economy we have to develop a "steady state" economy in 
which industrial growth is controlled. 
• Humans must live in harmony with nature in order to survive. 
• The earth is like a spaceship with only limited room and resources 
• Humans need not adapt to the natural environment because they can make it to suit 
their needs. 
• There are limits to growth beyond which our industrialized society cannot expand. 
• Human beings are severely abusing the environment. 
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The items were presented in statement form allowing the subject to agree or 
disagree on a 7-point scale, with end points "strongly agree" (+3) and "strongly disagree" 
(-3). Following the format used by Van Liere and Dunlap (1978), eight of the items were 
worded such that agreement with the scales reflects acceptance of the NEP, while 
agreement with the remaining four reflects rejection of the NEP perspective (items 3, 4, 6, 
and 10). A modification of the original NEP Scale was made by substituting the word 
"mankind" with the more gender-neutral "human beings." Three additional items — "I 
consider myself to be an environmentalist," "I care about the environment," and "I am 
aware of environmental issues and concerns" -- were inserted to provide a direct self-
indicator of environmental concern. The three additional items were not used in this 
study. 
Environmental commitment This section of the questionnaire measured two 
kinds of environmentally responsible behaviors of the subjects: (1) general 
environmentally responsible behavior and (2) environmentally responsible behavior related 
to clothing. The items were presented on a 5-point scale, with endpoints "never" (1) and 
"very frequently" (5). Also, subjects were given an option to answer "don't know" (DK). 
These two scales were used to represent a single Environmental Commitment scale to 
explain environmental consciously consumption behavior in general and also consumption 
behavior relevant to the product category. 
General environmental commitment Items measuring general 
environmental commitment were designed to gauge environmentally responsible behaviors 
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(see Table 3.2). These items were based on Roper Organizations' (1990) survey of the 
types of activities people engage in to protect the environment. Items from Roper's 
survey asked such questions as how frequently subjects returned bottles, cans, or glass 
containers, recycled newspapers, avoided products due to environmental concerns, donated 
money to environmental groups, and tried to cut down on automobile exhaust. Thirteen 
items were based on Roper Organizations' (1990) survey with the exception of one item, 
"sort trash to separate garbage from recyclable material". This item was considered 
inappropriate due to the type of recycling services offered to the public in the city in 
which the midwestem university was located. Three items were additionally included in 
the general environmental commitment scale (items 14, 15, and 16). The items asked 
Table 3.2 Items measuring general environmental commitment 
• Return bottles, cans and/or glass containers to a store or recycling center. 
• Read labels on products to see if contents are environmentally safe. 
• Recycle newspapers. 
• Use biodegradable plastic garbage bags. 
• Use biodegradable, low phosphate soaps or detergents. 
• Avoid buying products from companies not environmentally responsible. 
• Buy products made from or packaged in recycled material. 
• Buy products in packages that can be refilled. 
• Contribute money to environmental groups or organizations. 
• Cut down on automobile exhaust by taking public transportation, car pooling, etc. 
• Avoid restaurants using styrofoam containers. 
• Write to politicians about environmental concerns or issues. 
• Buy reusable rather than disposable goods. 
• Buy more durable items. 
• Buy in bulk or large quantities. 
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Table 3.3 Items measuring apparel-related environmental commitment 
• Buy apparel made from recycled material. 
« Buy second-hand apparel. 
• Purposely select fabrics that require cooler washing temperature, shorter drying 
time, or less ironing. 
• Avoid an apparel product because of environmental concerns. 
• Select apparel that you can wear over a longer term compared to trendy apparel 
that goes out of style quickly. 
• Buy clothing made of organically grown natural fibers. 
• Buy apparel with low impact or no dye processing. 
• Buy apparel with environmentally friendly labeling or packaging techniques. 
questions such as how frequently subjects bought reusable rather than disposable goods, 
bought more durable items, and bought in bulk or large quantities. 
Apparel-related environmental commitment The second part of the 
environmental commitment measure included items that assessed environmentally 
responsible buying activities related to clothing (see Table 3.3). A total of eight items 
were included in the scale. The items consisted of questions such as how frequently 
subjects bought recycled clothing or second-hand apparel, purposely selected apparel 
products that were energy efficient or less polluting, and avoided or purposely bought 
products because of environmental concerns. Items were reviewed by experts in the areas 
of textile science, social psychology, and consumer behavior. 
Environmental apparel product knowledge This scale was intended to 
measure subjects' level of knowledge about apparel products in relation to the 
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Table 3.4 Items measuring apparel-related environmental knowledge 
• Chemical pollutants are produced during manufacturing of synthetic or 
manufactured fibers such as polyester. 
• Chemical pollutants are not produced during processing of natural fibers such as 
cotton. (False) 
• Federally and regionally mandated standards for clean air and water have not yet 
been imposed on textile companies. (False) 
• Air pollution can occur during some common dye processes of textiles. 
• Dyeing and finishing processes use a lot of water. 
• Fibers such as wool cannot be commercially recycled. (False) 
• Disposable diapers have substantially contributed to the quantity of textile products 
discarded in landfills. 
• Special finishes on fabrics may create problems for recycling. 
• Phosphate-containing detergents can be a source of water pollution. 
• Natural fibers are usually bio-degradable. 
• The use of larger quantities of natural fibers will significantly decrease energy 
consumption. (False) 
environment (see Table 3.4). A total of 11 statements were developed from scientific and 
current issues literature to assess subject's level of knowledge about apparel products in 
conjunction with their implications for the environment. Items included knowledge of 
environmental concerns related to processing of fibers, recyclability of fibers, contribution 
of textile products to waste disposal, by-products from cleaning agents, and regulatory 
policies. The items were presented in a 7-point scale format in which respondents 
indicated agreement/disagreement with each statement or "don't know." Agreement with 
seven of the items (items 1, 4, 5, 7, 8, 9, and 10) and disagreement with four of the items 
(items 2, 3, 6, and 11) indicated that subjects were knowledgeable about environmental 
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facts related to apparel products. The scales for the items in which disagreement 
indicated knowledge were scored in reverse for data analysis. In addition, respondents 
were asked to directly evaluate themselves on a 3-item bipolar adjective scale (know very 
little/know very much, novice/expert, informed/uninformed) in regards to how 
knowledgeable they perceived themselves to be about the environmental effects of textile 
processing and apparel consumption. These items were used for analysis in subsequent 
studies. Items were reviewed by experts in the areas of textile science, social psychology, 
and consumer behavior and modified accordingly. 
Apparel product involvement Zaichkowsky's (1985) Personal Involvement 
Inventory (PII) has been used in many studies to measure involvement with various types 
of product categories. The PII is a semantic differential scale consisting of 20 word pairs 
generated to measure the concept of involvement (see Table 3.5). Fairhurst, Good, and 
Gentry (1989) found the PII to be a reliable and valid measure of the fashion involvement 
construct. The format for measuring product involvement was modified by asking the 
subjects to indicate how one felt about three dimensions of clothing identified as 
"interests" in past research ~ fashion, comfort, and individuality. Subjects were asked to 
rate these dimensions on 7-point bipolar scales with end points "-3" and "+3". The 
dimensions of fashion and comfort were used in this study. The involvement with 
individuality in clothing scores will be examined in subsequent reports. 
Attitude toward advertising in general Three evaluative semantic differential 
item pairs (good/bad, favorable/unfavorable, positive/negative) were included to measure 
subjects' attitude toward adverdsements. This scale, originally used to measure attitude 
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Table 3.5 Items from Zaichkowsky's Personal Involvement Inventory 
• Unimportant - Important 
• Of no concern - Of concern 
• Irrelevant - Relevant 
• Means nothing - Means a lot 
• Useless - Useful 
• Worthless - Valuable 
• Trivial - Fundamental 
• Not beneficial - Beneficial 
• Doesn't matter - Matters 
• Uninterested - Interested 
• Insignificant - Significant 
• Superfluous - Vital 
• Boring - Interesting 
• Unexciting - Exciting 
• Unappealing - Appealing 
• Mundane - Fascinating 
• Nonessential - Essential 
• Undesirable - Desirable 
• Unwanted - Wanted 
• Not needed - Needed 
toward advertising in general by Muehling (1987), was "designed to tap the degree to 
which individuals perceive advertising to be acceptable (unacceptable), without addressing 
any of the specific dimensions underlying the attitude" (p. 33). Muehling (1987) found 
the three items to have high reliability (Cronbach's alpha = .97). The items were used as 
a global attitude toward advertising index. 
Ad message involvement Following the procedures of Muehling and Laczniak 
(1992), advertisement message involvement was measured in two ways. First, after 
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looking through the advertisement portfolio, subjects were asked to list (in a 3-minute 
period) all thoughts, feelings, reacdons, and ideas that went through their minds while 
looking at the manipulated advertisement. After listing the thoughts, subjects were asked 
to rate their responses as positive (+), neutral (0), or negative (-). 
Next, as a means of validating the data obtained by the qualitative method above, 
subjects' involvement with messages in the advertisement were assessed using a self-
report measure employed by Muehling, Laczniak, and Stoltman (1991). Subjects were 
asked to indicate the degree to which they "concentrated on," "spent effort looking at," 
"carefully looked at," and "evaluated the product while looking at," the visual and verbal 
aspects of the Medley t-shirt advertisement. Seven-point scales, with end points "strongly 
agree" (+3) and "strongly disagree" (-3) were used. 
Subjective self-report scales have been successfully used to indicate high versus 
low message involvement groups. Muehling and Laczniak (1992) found tiiat subjects who 
reported paying more attention to the entire ad were those who were categorized in die 
high involvement group based on the ratio of message-related cognitive responses to total 
cognitive responses (from cognitive elicitation exercise). Findings by Muehling and 
Laczniak (1992) suggest that subjects in high involvement groups devoted a greater 
proportion of mental capacity to processing the message than did low involvement groups. 
Perceived environmental claim credibility Credibility of die t-shirt 
advertisement claim was measured on 7-point bipolar adjective scales. Subjects were 
asked to indicate how convincing/unconvincing, biased/unbiased, believable/unbelievable, 
deceptive/not deceptive, truthful/untruthful, honest/dishonest, and sincereAinsincere they 
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felt the environmental claim was. The first three items were measures used by 
MacKenzie and Lutz (1989) and the remaining four items were selected to capture 
additional variance that may explain perceived environmental claim credibility. 
Product attribute beliefs Components of the Fishbein model were developed to 
measure product attribute beliefs of Medley t-shirts. The multiattribute model (Ajzen & 
Fishbein, 1980) involves ascertaining important beliefs a person may hold about the 
attitude object. Fishbein's model can be expressed in the a mathematical form as 
n 
A „ =  I b i B i  
i=l 
where 
AQ = attitude toward the object, 
bj = the strength of the belief that the object has attribute i, 
Cj = the evaluation of attribute i, 
n = the number of salient attributes. 
The summed set of beliefs about Medley t-shirt's attributes weighted by the 
evaluation of the attributes was used to indicate attitude about the Medley t-shirt. 
Measurement of this construct involves two steps. First, on a 7-point scale, with end 
points "strongly agree" (-3) and "strongly disagree" (-3), respondents were asked how 
important it was to consider the attributes when purchasing t-shirts (See 18 items in Table 
3.6). Second, using the same agree/disagree scale, respondents were asked how likely it 
was that Medley t-shirts would have the given attributes mentioned above. 
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Table 3.6 Items measuring apparel product attribute beliefs 
• Available Color I like. 
• Fashionable. 
• Has styling detail I like. 
• Made of the fiber content I like. 
• Uniquely style. 
• Can be worn to a variety of occasions. 
• Fulfills a particular wardrobe need I have. 
• Size is appropriate for me. 
• Comfortable. 
• Easy to care for. 
• Durable. 
• Not too expensive. 
• Gives me good value for the money spent. 
• Good quality. 
• A popularly accepted brand. 
• A prestigious brand. 
• Readily available and can be easily purchased. 
Generation of the eighteen attributes that respondents were asked to consider when 
buying t-shirts was, in part, based on Eckman, Damhorst, and Kadolph's (1990) 
comprehensive listing of evaluative criteria that consumers consider in purchasing apparel. 
The evaluative criteria developed by Eckman et al. (1990) were adapted to provide 
consumers with apparel product attributes that might be associated with the Medley t-
shirts. Items included such product attributes as color, fashionability, style, size, fiber 
content, quality, comfort, price, durability, and acceptability of product/brand. In addition, 
an item asking subjects the importance and evaluadon of the attribute "environmentally 
friendly" was included but not used for analysis in this study. Also, items measuring the 
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second component of Fishbein's theory of reasoned action, motivation to comply, were 
included in the questionnaire and will be included in subsequent reports. 
Ad attitude Seven items have been previously tested to be a reliable measure 
of ad attitude (Laczniak & Muehling, 1992; Muehling, Laczniak, & Stoltman, 1991). The 
following bipolar adjectives were selected for the instrument; negative/positive, 
unpleasant/pleasant, disagreeable/agreeable, unattractive/attractive, unappealing/appealing, 
dull/dynamic, unenjoyable/enjoyable, depressing/refreshing. 
Product attitude Two dimensions of product attitude were measured; utilitarian 
and hedonic components. Product attitude, which is parallel to the concept of "attitude 
toward the brand" in the advertising and marketing literature, was measured with 7-point 
bipolar adjective scales used by Batra and Ray (1985). The utilitarian component of 
product attitude was assessed with terms useful/useless, valuable/worthless, and 
beneficial/harmless adjective pairs. The hedonic component of product attitude was 
assessed with items pleasant/unpleasant, nice/awful, and agreeable/disagreeable. 
Purchase intentions Assessment of purchase intention was approached in two 
different ways. A question was asked to assess whether subjects anticipated a need to buy 
t-shirts in general and a second question was asked to examine whether they were 
interested in buying a Medley t-shirt in particular. Both questions were measured with 
three bipolar adjective differential scales: likely/unlikely, probable/improbable, and 
possible/impossible. The second set of questions were used to assess purchase intentions 
for this study. 
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Demographic characteristics Respondents were asked for various information 
about themselves: sex, age, citizenship, year in school, major, marital status, number of 
children, population of location of family home, and characteristics of the place where 
they were from (e.g., rural or urban). The demographic data was of interest due to the 
possibility that personal attributes may have a significant influence on the results of the 
study. 
Manipulation checks An item was developed to assess whether subjects had 
comprehended the claim in the experimental ad. Subjects were asked to indicate whether 
there was an environmental message in the Medley t-shirt ad. This question was designed 
to allow the researcher to determine whether each treatment was discriminated by the 
subjects in the treatment groups. 
Questionnaire Format 
The sequence of the sections in the questionnaire was predetermined taking into 
consideration thematic groupings of sections, gradual change of section themes, format of 
questionnaire items, and cross contamination of data. Directions for responding to each 
section were described in detail in the beginning and briefly stated thereafter. 
Pretest 
The instrument was pretested in two undergraduate level Sociology classes. The 
students who participated in the pilot study were 17 male and 24 female undergraduate 
students in various areas of study (e.g., liberal arts and sciences, engineering, design, 
education). Pretest subjects were mostly freshman and senior level undergraduates. The 
instrument was administered as planned for final data collection. The pretest subjects 
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were asked to make notes concerning questions or confusion about the items they were 
answering. The resuhs of the pretest led to changes in the items that were used to 
measure treatment effects. The questionnaire was revised accordingly and the final 
questionnaire was developed. 
Sample 
The sample for this study was undergraduate students attending a midwestem 
university. A convenience sampling inethod was used by contacting instructors to ask for 
access to their classes. Subjects for final data collection were students enrolled in 
undergraduate level classes in the disciplines of Marketing, Sociology, and Political 
Science. The students were given consent forms that described the type of activity they 
would be engaging in and that guaranteed their anonymity. The consent forms also 
provided a fonn for them to sign, thus allowing the researcher to proceed to administer 
the instrument (See Appendix A). 
Procedures 
The data were collected in a classroom setting. Following the distribution of 
consent forms, an advertisement portfolio and questionnaire were distributed to each 
student participant. In distributing the stimuli, a randomized matching procedure was used 
to control for intersubject differences in regard to sex. Special steps were taken to assure 
that the same number of male and female subjects received the four different types of 
apparel ads included in the advertisement portfolio. 
Verbal instructions were given to the subjects for the first section of the 
questionnaire. The first section of the questionnaire elicited open-ended cognitive 
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responses regarding the manipulated advertisement. At a signal from the researcher, 
subjects were allowed two minutes (detemined on the basis of pretesting) to look over the 
advertisement portfolio. During that time, subjects were not prompted to pay special 
attention to any aspect of the advertisement portfolio nor any specific advertisement. 
Next, subjects were instructed to open the questionnaire and read the instructions on the 
first page which gave directions for writing cognitive responses. The researcher reiterated 
the instructions in a brief summary and instructed the subjects to vmte their responses in 
the boxes provided during a three minute period. Next, the researcher asked subjects to 
read instructions about assigning valences to the previously written responses in the boxes 
(page 5 of questionnaire). The researcher summarized instructions and asked subjects to 
continue at their own speed for the remaining sections. After subjects had completed 
items that measured message involvement and attitude toward advertising in general, 
subjects were allowed to examine the manipulated advertisement as many times as they 
wished when answering the questionnaire (starting from page 8 of questionnaire). A 
script used for administering the questionnaire can be found in Appendix D. 
Data Analysis 
Data analysis consisted of preliminary analysis, content analysis of cognitive 
responses, analysis of variance, path analysis, and descriptive analysis. The Statistical 
Package for Social Sciences (SPSS) (1988) was used to conduct data analysis. Before 
data analysis, the sample for the study was restricted to U.S. citizens and undergraduate 
students to control for possible variance in cultural and educational background. Also, 
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four items (items 3, 4, 6, & 19) of the NEP scale and four items (items 2, 3, 6, & 11) of 
the environmental apparel knowledge scale were reversed for measure correspondence. 
Cognitive response 
Following methods employed by Muehling and Laczniak (1992), responses were 
coded and classified by two judges. Responses were categorized into four groups: 
message-related, product-related, execution-related, and "other." Using these classified 
responses, message involvement levels were measured by calculating the sum of all 
message-related responses subjects had toward the advertisement for Medley t-shirts. 
The initial intent for the qualitative data collected in the first section of the 
questionnaire was to code and categorize subject responses. However, after examining the 
qualitative data, the researcher found that using these responses demanded complex coding 
techniques and categorizations beyond the scope of this study. Instead, a second measure 
of message involvement incorporated in the questionnaire was used to analyze the data. 
Construct validity and internal reliability 
For preliminary analysis, construct validity for measures was determined using 
factor analysis and Pearson correlations. Internal reliability was assessed through 
calculations of Cronbach's standardized alpha. First, for measures with less than six 
items, correlation coefficients were calculated to check for high correlation among items 
to be included in a single summed measure. Next, for measures with over five items, 
exploratory factor analysis using the principal components method of extraction and 
oblimin rotation was used to look for indication of separate dimensions within individual 
measures. High eigenvalues, equal magnitude of factor loadings for items in factors. 
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equal communalities, and rotation failures were all considered as symptoms of single 
factors existing in measures. Where more than one factor existed for a single measure, 
items each from each factor were summed and correlated with its predictor and 
explanatory variable in the hypothesized model to check for similarities in relationships 
among variables. Items for the product attribute belief measure was factor analyzed for 
exploratory purposes. Dimensionality of items in Fishbein's product attribute beliefs 
measure was not a point of interest in this study. Finally, reliability was assessed using 
Cronbach's standardized alpha and items were summed to create a single index for each 
variable in the model. 
Analysis of variance 
Analysis of variance was conducted on categorical demographic variables of sex, 
year in school, major, marital status, location of family home, and characteristic of 
family's home with variables (summated indices) to examine possible influence of 
personal attributes on subject response. Scheffe's multiple comparison test was used as a 
more conservative measure in assessing pairwise differences. Age was correlated with 
variables in the model. Sex and age effects were again examined as part of path analysis. 
Path analysis 
The hypothesized model was tested using five different groupings of data. First, 
data for the three environmental ad treatments were pooled to represent one general 
environmental ad group. Next, the four treatment groups (three environmental ad and one 
nonenvironmental ad treatment) were tested separately. Due to missing values, the 
number of subjects in the regression equations varied for each treatment group 
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(environmental ad: 189-193, nonenvironmental ad: 57-64, "donation of profits" claim: 61-
68, "recycled hang tags" claim: 56-60, and "organic cotton" claim: 68-71). 
Based on previous findings in clothing-related and environmental research, sex has 
been found to influence subject responses. Also, some studies have found age to 
influence dimensions of environmental attitude and behavior. Preliminary findings 
indicate a wide range of age among subjects. Thus, multiple regressions on the full model 
were conducted taking into account age and sex effects. 
First, multiple regression for the full model was run including age and sex in every 
equation. Next, the full model was run again taking into account age and sex in equations 
in which prior multiple regression analysis found age and sex to be significant. Next, the 
reduced model was run for the data taking into account age and sex effects. 
Regression diagnostics Prior to running multiple regression procedures, 
independent and dependent variables were correlated to check for problems of 
multicollinearity (see tables in Appendix I). In running linear regression models, 
violations of assumptions of regression analysis were examined in regard to equality of 
variance, independence of error, and normality. First, equality of variance was examined 
by plotting studentized residuals against predicted values. Independence of error was 
examined through casewise plots of studentized residuals, and normality was confirmed 
through histograms and normal probability plots of studentized residuals. Outliers were 
located using studentized residuals and influential data points were located using Cook's 
distance. Outliers and influential data points were excluded and multiple regressions for 
equations in the full and hypothesized models were run again for final analysis. 
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Model evaluation In evaluating the hypothesized model for the general 
environmental ad group, significance of path coefficients, generalized variance, and total 
variance were compared between the full and reduced model. The chi-square goodness-
of-fit test was used to examine whether the degree of variance explained by the theoretical 
model significantly differed from the full model. 
For models pertaining to individual ad treatments, the number of subjects required 
to run individual path models for the nonenvironmental ad treatment and also each of the 
three environmental ad treatments were low compared to the number of paths (rule of 
thumb is five subjects per path). Thus, beta coefficients were simply compared to look 
for possible differences among treatments. In addition, analysis of variance using 
Scheffd's multiple comparison test was used to test for differences among the 14 
exogenous and endogenous variables in the model. 
Descriptive statistics 
Frequencies, means, and standard deviations were calculated for each endogenous 
and exogenous variable in the theoretical model. In addition, means and frequencies were 
calculated for demographic variables to give a general overview of sample characteristics. 
Statement on the Use of Human Subjects 
Prior to collecting data, the Human Subject Review Committee (HSRC) at Iowa 
State University reviewed the proposed study and instrument and approved the use of 
human subjects (Appendix E). Tlie HSRC ensures that the participants' rights and welfare 
will be protected, appropriate informed consent will be obtained, responses will be kept 
confidential, and no risks or discomforts are associated with the study. 
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CHAPTER 4: FINDINGS 
This chapter is introduced in two parts: preliminary analyses and results of the 
study. Preliminary analyses include data cleaning, validity and reliability checks of 
measures, and sample description. Also included in this chapter are path analyses of the 
theoretical model and investigation of treatment effects. 
Preliminary Analysis 
First, a general inspection of data was conducted to check for suspicious data 
points, frequency distributions, means, and standard deviations. Next, demographic 
variables were examined to obtain an overview of sample characteristics. 
Exploratory factor analysis was performed for items in each measure to check for 
dimensionality and to evaluate appropriateness for using summated indices. Pearson 
correlations were used to check for relatedness of items for measures with less than three 
items. After reliability had been assessed using Cronbach's alpha for each measure, 
scores of related items were summed to create multi-item measures for subsequent 
analyses. Then as a final phase of preliminary analysis, response differences among 
demographic groups were examined to assess possible demographic effects. 
Sample description 
Data from a sample size of 274 was collected in the experiment. The subjects in 
the sample were all U.S. citizens and undergraduate students attending a midwestern 
university. Data was collected in undergraduate classes in marketing, sociology, and 
political science. 
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Table 4.1 provides a specific description of the sample. The number of subjects in 
each treatment ranged from 63 to 72 subjects. There was almost an equal number of male 
and female subjects. The majority of the subjects were between the ages of 19 and 25 
(85.2%). Most of the subjects were undergraduate juniors (39.2%) or seniors (57.1%) 
majoring in areas of business (39.4%) or liberal arts and sciences (37.7%). Also, subjects 
were for the most part single and/or never married (83.6%). Subjects' hometown was 
usually a small town or city (40.5%) with population of less than one million (94.1%). 
Table 4.1 Demographic characteristics (N=274) 
Variable Description Frequency Percent 
TREATMENTS Donation 69 25.1 
Recycled Tags 63 22.9 
Organic Cotton 72 26.2 
Nonenvironmental 70 25.5 
SEX Female 140 51.1 
Male 133 48.5 
AGE 19-25 230 85.2 
26-30 17 6.2 
31-35 10 3.6 
36-40 7 2.5 
41-46 6 2.1 
YR IN SCHOOL Sophomore 8 3.0 
Junior 105 39.2 
Senior 153 57.1 
Special 2 .7 
Table 4.1 Continued 
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Variable Description Frequency Percent 
AREA OF STUDY Agriculture 16 5.8 
Business 108 39.4 
Design 6 2.2 
Education 6 2.2 
Engineering 5 1.8 
Family/Consumer Science 21 7.7 
Liberd Arts/Science 102 37.7 
Other (Double Major) 8 3.0 
MARITAL STATUS Married 29 10.6 
Widowed 1 .4 
Separated/Divorced 15 5.5 
Single/Never Married 229 83.6 
POPULATION-HOME Less than 1,000 37 13.5 
1,000-2,499 36 13.1 
2,500-9,999 44 16.1 
10,000-49,999 59 21.5 
50,000-99,999 31 11.3 
100,000-249,000 19 6.9 
250,000-499,999 21 7.7 
500,000-999,999 11 4.0 
1,000,000-3,999,999 9 3.3 
4,000,000 and Over 4 1.5 
LOCATION-HOME Farm 37 13.9 
Rural-Nonfarm 28 10.2 
Small Town or City 111 40.5 
Large Urban 37 13.5 
Suburban 56 20.4 
Other 3 1.1 
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Factor analyses 
Exploratory factor analyses were conducted for the following variables: environmental 
apparel product knowledge, involvement with fashion in clothing, involvement with comfort 
in clothing, environmental concern, environmental commitment, perceived environmental 
claim credibility, ad attitude, and product attribute beliefs. Factors were extracted using the 
principal components method with oblimin (oblique) rotation. The purpose of factor analysis 
was to observe dimensionality and relationships among items within measures. 
Environmental apparel product knowledge Eleven items constituted the 
environmental apparel product knowledge measure. The factor analysis showed five factors 
with eigenvalues over 1.00 explaining 68.6 percent of the total variance. However, items in 
the factors did not appear to carry a common theme. Communalities for all items in the 
knowledge scale were high, ranging from .59 to .76, indicating that a high amount of variance 
was explained by the common factors. The oblimin rotation failed to converge, indicating 
weak factor loadings. In addition, there was no theoretical basis for dividing knowledge 
items into separate constructs. All items were included in a summed score for analysis. 
Product involvement For the purpose of this study, two dimensions of clothing 
involvement were analyzed, fashion in clothing and comfort in clothing. 
Involvement with fashion in clothing The factor matrix showed 3 factors 
with eigenvalues over 1.00. There was a moderate to high correlation (-.39 to -.68) among 
the three the factors and the major factor accounted for 61.7 percent of the variance. 
Communalities for the 20 items ranged from .66 to .82 and all 20 items loaded positively 
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high on the first factor. Moderate to high communalities indicate that considerable percentage 
of common variance is explained by the 20 items. 
Involvement with comfort in clothing The results for the dimension of 
comfort in clothing showed 4 factors with eigenvalues over 1.00. The strongest factor 
accounted for 53.8 percent of the total variance. Correlations among the four factors were 
moderate (.20 to .49). Communalities for the 20 items ranged from .56 to .93 and all items 
loaded positively on factor 1. 
Environmental concern Two factors in the analysis explained 49.1 percent of the 
total variance. Communalities for the 11 items showed a wide range of .17 to .75 and all 11 
items showed a positive loading on the major factor. Correlation between the two factors was 
-.38. 
For further examination, items in the two factors were summed into two indices and 
regressed by an explanatory variable (environmental apparel knowledge index) and on a 
predictor variable (environmental commitment). The correlations of summed items in factor 
1 and factor 2 with the environmental apparel knowledge variable were slightly different (.23 
and .09). However, correlations of indices for factor 1 and factor 2 with the variable 
environmental commitment were similar (.34 and .29). 
Environmental commitment Factor analysis was run for 24 items measuring 
environmental commitment in general and environmental commitment related to apparel 
consumption. Five factors resulted with the major factor explaining 32.9 percent of the 
variance. Communalities for each variable ranged from .35 to .66. The oblimin rotation 
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failed to converge. However, all items in the factor matrix showed a positive loading ranging 
from .45 to .74. 
Perceived environmental claim credibility One factor was extracted explaining 
62.1 percent of the total variance. Loadings in factor 1 ranged from .64 to .84. 
Communalities for the seven items ranged from .42 to .73. 
Ad attitude One factor was extracted explaining 76.0 percent of the variance. 
Communalities of the 6 items ranged from .69 to .83. Factor loadings were high for each 
item (.85 to .91). Because only one factor was extracted, the solution could not be rotated. 
Product attribute beliefs Each item in the product attribute beliefs measure was 
multiplied and summated following Fishbein's formula for belief measures (see Chapter 3). 
As a means of inquiry, factor analysis was conducted to investigate for dimensions in salient 
belief attributes. The beliefs measure used for this study followed theoretical and 
methodological conceptualizations of Ajzen and Fishbein (1980). 
Prior to factor analysis, the evaluative (q) component and likelihood (bj) component 
were multiplied. Four factors were extracted with correlations among the factors ranging 
from .13 to .45. The major factor explained 31.9 percent of the total variance. 
Communalities for the 17 items ranged from .25 to .88 with positive loadings on factor 1. 
Testing for dimensionality was exploratory, mainly to examine general patterns or 
structures in the measures. There is basically no theoretical or conceptual basis for using 
multidimensional scaling for variables in this study. Factor analysis for many variables 
resulted in a single factor. Moreover, factor analysis results for all items across measures 
indicated simple linear combination of scales to be possible. 
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Correlation analysis 
Pearson correlation coefficients were used to examine relationships among items 
comprising the following variables: attitude toward ads in general, message involvement with 
the verbal aspects of the ad, message involvement with the visual aspects of the ad, hedonic 
dimension of product attitude, utilitarian dimension of product attitude, and purchase 
intention. 
Attitude toward ads in general Correlation coefficients among the three items 
that measured attitude toward ads in general ranged from .79 to .85. The coefficients showed 
strong relationships among the items, indicating a unidimensionality of the measure when the 
items were summed. 
Message involvement Measures were self-report subjective scales asking subjects 
to indicate their levels of involvement with the visual and verbal aspects of the ad. These 
measures have been found to have convergent validity with a qualitative indicator of message 
involvement (Muehling & Laczniak, 1992). 
Three items assessed involvement with the verbal and visual aspects of the ad. 
Correlation of the three verbal involvement items produced coefficients ranging from .47 to 
.55. Correlation of the three items representing visual involvement produced coefficients 
ranging from .30 to .41. The correlations indicated an acceptable level of association among 
the items for both constructs to warrant creation of two multi-item variables. 
Product attitude The items representing the hedonic and utilitarian dimensions of 
product attitude were highly correlated within both dimensions. Coefficients for items 
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representing the hedonic dimension of product attitude ranged from .72 to .81 and the 
utilitarian dimension ranged from .53 to .66. 
Purchase intention Three items asking subjects to indicate their intentions to 
purchase the Medley t-shirt were combined into a multi-item measure. Correlations for these 
three items were high with coefficients ranging from .69 to .92. 
Reliability of Measures 
Reliabilities for the combinations of multiple items in each variable were tested 
using the measure of internal consistency, Cronbach's standardized alpha. Coefficient 
estimates for the 14 variables were in an acceptable range of .61 to .96, with all but three 
reliabilities at .83 and above. Table 4.2 provides a summary of reliability assessment for 
the measures. Frequentiy used measures in the marketing and advertising literature such 
as Zaichkowsky's PII scale showed high values of alphas. However, one measure that 
had a surprisingly low alpha was for items representing involvement with the visual 
aspects of the ad {alpha=.62). Another variable that showed a relatively low alpha was 
the environmental apparel knowledge scale {alpha=.6\). However, alpha levels of .50 or 
.60 are considered to be acceptable for new instruments (Nunnally, 1967), particularly 
when only few items comprise the score as was the case for the 3-item ad involvement 
measure. Individual items in variables were examined for potentially strong independent 
influence of items on alpha scores. Deletion of items in the measures did not markedly 
improve reliability estimates. 
Items for each exogenous and endogenous variables were summated creating multi-
item indices for each measure. Summating scores did not appear to violate the linear 
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Table 4.2 Reliability assessment of measures using Cronbach's alpha 
Variable Items alpha 
Attitude toward ads in general 3 .93 
Environmental apparel product knowledge 11 .61 
Involvement with fashion in clothing 20 .96 
Involvement with comfort in clothing 20 .95 
Environmental concern 12 .83 
Environmental commitment 24 .90 
Perceived environmental claim credibility 7 .89 
Involvement with verbal aspects of ad 3 .77 
Involvement with visual aspects of ad 3 .62 
Ad attitude 6 .93 
Product attribute beliefs 17 .86 
Product attitude - hedonic 3 .90 
Product attitude - utilitarian 3 .83 
Purchase intentions 3 .91 
combination assumption due to such findings as moderate to high associations among 
items within measures, high communalities, high factor loadings, positive factor loadings, 
and extractions of single factors. Moreover, strong reliabilities provided additional 
support for treating measures as unidimensional and creating summated indices. 
Descriptive statistics 
Summary of mean, median, mode, and standard deviation for the summed indices 
are presented in Table 4.3. Means of 12 of 14 variables were higher than the sum of 
midpoints on the 7-point scale. The two variables in which means were below the sum of 
midpoints were items that measured behavioral dimensions of environmental 
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Table 4.3 Descriptive statistics of variables (N=274) 
Variable Items Mean Median Mode SD 
General attitude toward ads 3 15.51 16.00 18.00 3.99 
Environmental apparel knowledge 11 52.36 51.00 48.00 6.32 
Involvement with fashion in clothing 20 105.32 109.00 118.00 20.18 
Involvement with comfort in clothing 20 120.57 122.00 140.00 14.47 
Environmental concern 12 60.77 62.00 64.00 11.84 
Environmental commitment 24 61.52 60.00 53.00 17.13 
Perceived environmental claim credibility 7 31.11 31,00 29.00 8.66 
Message involvement ~ verbal 3 14.15 15.00 17.00 4.18 
Message involvement - visual 3 15.49 16.00 17.00 3.40 
Ad attitude 6 25.83 26.00 24.00 8.17 
Product attribute beliefs 17 463.65 462.00 475.00 104.79 
Product attitude ~ hedonic 3 14.04 14.00 12.00 2.81 
Product attitude -- utilitarian 3 13.78 13.00 12.00 2.57 
Purchase intentions 3 9.08 9.00 3.00 4.40 
Note All individual items with tlie exception of the variable product attribute beliefs were measured on a 
7-point scale and summed. Components of product attribute beliefs b, and e, were measured on a 
7-point scale and calculated using the following formula 
n 
Product attribute beliefs = S bjCi. 
i=l 
commitment and purchase intentions. Thus, attitudinal response to items measuring 
variables was positive in general, whereas behavioral responses were slightly negative. 
The perceived environmental claim credibility variable was examined for the combined 
data from the three environmental ad treatment groups. The mean, mode, and median for 
perceived environmental claim credibility was lower than the sum of each item's 
midpoints. In regard to the scale measuring subject's level of environmental knowledge 
in association with apparel, subject's were found to have little environmental knowledge. 
Tables of frequency distributions for variables can be found in Appendix F. 
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Comparison of responses between demographic groups 
Analysis of variance was used to examine for observed differences among 
demographic groups. Possible influence of subjects' demographic background on 
outcomes of the study was assessed by examining the effects of categorical variables on 
the 14 exogenous and endogenous variables in the theoretical model. For the continuous 
variable of age, correlation was used to analyze age effects on the 14 variables in the 
model. Results of one-way analysis can be found in Appendix G. Also means for each 
demographic group on variables along with the results from the ScheffiS multiple 
comparison procedure are reported in Appendix H. The Scheffd post hoc test is 
considered a conservative method for pairwise comparison methods and requires larger 
differences between means to be significant (SPSS, 1988). 
In conducting analysis of variance, some demographic items were collapsed or 
deleted because of low cell counts. For subject's year in school, the item for 'special 
student' was deleted because only two respondents reported 'special student' status. For 
marital status, because only one subject was widowed, the categories of 
'separated/divorced' and 'widowed' were collapsed. The variable, population of family's 
home, was collapsed into six categories, regrouping population ranges of '50,000 -
249,000' into one group and '250,000 and over' into another. 
Sex Results from analysis of variance showed sex effects to be the most 
prominent influencer of variables in the model. There was a significant difference 
between male and female subjects for involvement with fashion in clothing (p=.01), 
involvement with comfort in clothing (p=.03), environmental concern (p=.001). 
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environmental commitment (p=.001), and perceived environmental claim credibility 
(p=.02). Response means indicate that female subjects were more involved with both 
fashion and comfort in clothing than males. Also, female subjects appeared to be 
significantly more concerned about the environment and also committed to the 
environment than males. Moreover, female subjects perceived environmental claims in 
ads to be more credible than did the males. 
Age Age was correlated with variables to check for indications of association 
(see Table I.l in Appendix I). Correlation coefficients showed age to have significantly 
negative but low (p<.05) relationships with involvement with fashion in clothing (r=-.17), 
environmental concern (r=-.12), and the utilitarian dimension of product attitude (r=-.17) 
and a significantly positive relationship with environmental commitment (r=.14). Subjects 
younger in age appeared to have slightly higher levels of involvement with fashion in 
clothing and higher levels of concern for the environment. However, older subjects 
reported higher incidence of environmentally responsible behavior than did younger 
subjects. Younger subjects showed a more favorable response toward the utilitarian 
dimension of Medley t-shirts. Overall, age differences were close to negligible due to low 
correlations. 
Area of study Subjects grouped by area of study significandy differed in 
environmental apparel knowledge (p=.04). Subjects who studied in the area of family and 
consumer sciences scored highest in environmental product knowledge and subjects in 
education scored the lowest. However, the Scheff6 post hoc test showed no difference in 
environmental apparel knowledge scores for subjects grouped in different areas of study. 
100 
Marital status Marital status also influenced several variables in the model. 
Subjects grouped by marital status significandy differed in attitude towards ads in general 
(p=.04), involvement with fashion in clothing (p=.01), environmental commitment (p=.03), 
and the udlitarian dimension of product attitude (p=.02). 
In regard to attitude toward ads in general, the mean for married subjects was 
highest. However, the Scheff^ multiple comparison test showed no significant difference 
for this variable between subjects grouped by marital status. For the variable involvement 
with fashion in clothing, the Scheffd multiple comparison test showed a significant 
difference between the subjects who were married and those who were single/never 
married. The means for involvement with fashion in clothing of subjects who were 
single/never married were the highest. The Scheffe multiple comparison test showed no 
difference between the means of environmental commitment and the utilitarian dimension 
of product atdtude for subjects grouped by marital status. 
Population of family's home Subjects differed in their product attribute beliefs 
based on the population of their hometown (p=.04). However, no significant difference 
was found between the means using the Scheffd multiple comparison test. 
Location of family's home Analysis of variance showed no significant 
differences between means of subjects whose location of family home (i.e., urban, rural, 
small town, farm) differed. 
Treatment Effects 
One-way analysis of variance was used to supplement the results of path analysis 
by assessing treatment effects on the endogenous and exogenous variables in the model. 
Table 4.4 Treatment effects on model variables — results of ANOVA (N=272) 
Dependent Between Groups Within Groups F Prob 
Variable df SS MS df SS MS Ratio 
General attitude toward ads 3 20.77 6.92 262 4025.08 15.36 .45 .71 
Environmenial apparel knowledge 3 42.71 14.23 259 10460.56 40.38 .35 .78 
Involvement with fashion in clothing 3 904.22 301.40 259 106575.22 301.40 .73 .53 
Involvement with comfort in clothing 3 1055.35 351.78 260 54109.91 208.11 1.69 .16 
Environmental concern 3 252.11 84.03 262 35603.50 135.89 .61 .60 
Environmental commitment 3 758.13 252.71 255 75350.89 295.49 .85 .46 
Perceived environmental claim credibility 2 460.59 230.29 189 13452.65 71.17 3.23 .04 
Involvement with verbal aspects of ad 3 99.53 33.17 261 4369.35 16.74 1.98 .11 
Involvement with visual aspects of ad 3 46.14 15.38 260 2875.84 11.06 1.39 .24 
Ad attitude 3 130.67 43.55 263 17120.14 65.09 .66 .57 
Specific product attribute beliefs 3 14308.73 4769.57 252 2655053.41 10535.92 .45 .71 
Product attitude — hedonic 3 4.59 1.53 262 1902.75 7.26 .21 .88 
Product attitude - utilitarian 3 18.25 6.08 261 1506.35 5.77 1.05 .36 
Purchase intentions 3 24.45 8.15 261 5008.14 19.18 .42 .73 
\ 
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Table 4.5 Means of variables by treatment 
Variable Donation Recyclcd Organic Non-
hang tags cotton environmental 
General attitude toward ads 15.94 15.36 15.65 15.20 
Environmental apparel knowledge 52.74 52.36 52.72 51.76 
Involvement with fashion in clothing 104.92 108.28 103.77 103.48 
Involvement with comfort in clothing 123.63 119.93 118.81 118.86 
Environmental concern 60.08 62.46 61.36 60.07 
Environmental commitment 62.01 59.10 61.13 64.03 
Perceived environmental claim credibility 33.20 31.05 29.48 -
Involvement with verbal aspects 14.98 14.75 14.01 13.44 
Involvement with visual aspects 15.43 14.77 15.77 15.88 
Ad attitude 26.41 25.53 26.79 25.04 
Product attribute beliefs 472.79 469.63 465.26 452.93 
Product attitude -- utilitarian 13.95 13.93 14.16 14.23 
Product altitude --hedonic 14.32 13.71 13.81 13.66 
Purchase intentions 9.26 9.08 8.66 9.46 
Treatment effects were assessed with the same database used in path analysis. Results of 
analysis of variance are summarized in Table 4.4. A table of means by treatment is 
provided in Table 4.5. The mean of one variable, perceived environmental claim 
credibility, was found to significantly differ by treatment (p=.04). Scheffe's multiple 
comparison test showed a significant difference between respondent's perceived credibility 
of the environmental claim for donation (p=33.20) and organic cotton (|i=29.48). 
Cognitive responses As another means of checking for treatment effects, an 
exploratory examination was conducted on the subjects' responses collected during the 
cognitive elicitation exercise. Subject's awareness of environmental claims were 
examined by noting whether subjects had listed any thoughts pertaining to the 
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environmental claims in the ad for Medley t-shirts. Table 4.6 provides a summary of the 
number of subjects in each treatment who made note of the environmental claim. Overall, 
44 percent of all subjects who were assigned an environmental ad commented on some 
aspect of the environmental claim. Fifty percent of subjects who were assigned the 
donation ad commented on the environmental content. Only 37 percent of the subjects 
assigned to the organic cotton ad noted its environmental content. 
Table 4.6 Frequency of environmental claims noted in ads 
Treatment n Freq. Percent 
Donation 70 35 50 
Recycled hang tags 63 29 46 
Organic cotton 72 27 37 
Total 205 91 44 
Path Analysis 
Path analysis was conducted for five different models taking into account age and 
sex effects. The five models consisted of data for pooled environmental ad treatments, 
three individual environmental ad treatments, and nonenvironmental ad treatment. 
Model of combined environmental ads 
First, a test of the full model including demographic variables of age and sex in 
every equation was conducted using combined data from the three environmental ad 
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treatments (see Table J.l). Variables in the model in which sex had effects at the .05 
level of significance were environmental concern and environmental commitment. 
Variables in the model in which age had a significantly positive effect was environmental 
commitment and a significantly negative effect were environmental concern and the 
utilitarian dimension of product attitude. Figure 4.1 shows a visual view of where 
significant sex and age effects occurred in the model. 
Next, taking into account sex and age only in equations in which each of the two 
variables were previously found to be significant, the full model and reduced model were 
run. Table J.2 in Appendix J provides a summary of results of multiple regressions and 
Figure 4.2 provides a visual diagram of paths, t-values, and R-squares for the reduced 
model. 
Correlations among exogenous variables were moderately low between involvement 
with fashion and clothing involvement with comfort in clothing (r=.23) and also between 
environmental product knowledge and involvement with comfort in clothing (r=.23). 
There was almost no relationship between environmental product knowledge and 
involvement with fashion in clothing construct (r=.04). 
In regard to the relationships among the environmentalism-related constructs, 
attitude toward ads in general had a direct effect on perceived environmental claim 
credibility (b=.17, t=2.36, p<.05). The hypothesized relationship between perceived 
environmental claim credibility and environmental product knowledge was not found. 
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Figure 4.1 Advertisement processing model for ads with environmental claims including sex and age effects 
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Figure 4.2 Path analysis results of hypothesized advertisement processing model for ads with environmental claims 
(N=200, beta coefficients are indicated, t-values are in parentheses) 
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Environmental product knowledge had a direct effect on environmental concern (b=.18, 
t=2.70, p<.01) which in turn had an indirect effect on environmental commitment (b=.34, 
t=.5.16, p<.001). 
Results pertaining to subjects' involvement with the fashion and comfort 
dimensions of clothing and also their environmental attitude and behaviors had little 
influence on their response to ad response related constructs. Although environmental 
concern and involvement with fashion in clothing and comfort in clothing were 
hypothesized to have direct effects on subject's reported involvement with the verbal and 
visual aspects of the ad, only one direct effect from involvement with comfort in clothing 
to involvement with the visual aspects of the ad could be found (b=.22, t=3.02, p<.01). 
In regard to the ad attitude and product attribute beliefs construct, both perceived 
environmental claim credibility (b=.25, t=3.74, p<.001) and involvement with the visual 
aspects of the ad (b=.30, t=4.19, p<.001) had a direct effect on ad attitude as 
hypothesized. Product attribute beliefs was directly influenced by ad attitude (b=.41, 
t=6.10, p<.001) and involvement with the verbal aspects of the ad (b=.16, t=2.43, p<.01). 
Involvement with the visual aspects of the ad had both a direct (b=.19, t=2.77, p<.05) and 
indirect effect on product attribute beliefs mediated by ad attitude. 
Hypotheses for the hedonic and udlitarian dimensions of product atdtude were 
confirmed. Ad atdtude had a direct effect on the hedonic dimension of product attitude 
(b=.47, t=7.61, p<.001) and perceived environmental claim credibility showed an indirect 
effect mediated by ad attitude. Product attribute beliefs had a direct effect on the 
utilitarian dimension of product attitude (b=.39, t=.6.06, p<.001). Ad atdtude had an 
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indirect effect on the utilitarian dimension of product atdtude mediated by product 
attribute beliefs. 
For the final outcome variable of purchase intentions, only one variable, the 
hedonic dimension of product atdtude appeared to have a direct effect on subjects' 
intentions to purchase the environmentally friendly Medley t-shirt product (b=.26, t=2.88, 
p<.05). Also, an indirect effect of ad attitude on product attribute beliefs and purchase 
intentions was found. Other hypothesized variables such as environmental commitment 
and the utilitarian dimension of product attitude had no influence on purchase intentions. 
Model of nonenvironmental ad 
Corresponding to methods used for combined data across all environmental ads, a 
test of a full model including demographic variables of age and sex was conducted using 
data from the nonenvironmental ad treatment (see Table J.3 in Appendix J). Variables in 
the model in which sex had effects at .05 levels of significance were environmental 
concern and environmental commitment. Variables in the model in which sex had a 
significant effect were for the variables of environmental concern and ad attitude. Female 
subjects were more inclined to have a higher level of concern for environmental ads and 
more favorably evaluate the ads. Age did not significantly affect variables in the model 
for nonenvironmental ads. Figure 4.3 visually diagrams where significant effects of sex 
occurred in the hypothesized model. 
Next, taking into account sex only in equations where sex was previously found to 
be significant, the full model and reduced model were run. The hypothesized paths in the 
model for nonenvironmental ad were exploratory, run mainly to compare path coefficients 
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Figure 4.4 Path analysis results of hypothesized advertisement processing model for ads without environmental claims 
(N=68, beta coefficients are indicated, t-values are in parentheses) 
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among the nonenvironmental and three environmental ads. Although paths are almost 
identical to hypothesized paths in the model for environmental ads, weak relationships 
among environmentalism-related variables and ad response-related variables were 
expected. Table J.4 in Appendix J provides a summary of results of multiple regressions 
and Figure 4.4 provides a visual diagram of paths, t-values, and R-squares for the reduced 
model. 
Due to the small sample providing data for this model, a noticeably small number 
of significant paths were found. From data for nonenvironmental ads, correlations 
between environmental product knowledge and involvement with comfort in clothing was 
found to be significant (r=.25). Environmental concern had a direct effect on 
environmental commitment (b=.46, t=4.18, p<.001). No direct effects from environmental 
concern, involvement with fashion in clothing, and involvement with comfort in clothing 
to involvement with the verbal and visual aspects of the ad could be found. 
No variable had a direct effect on ad attitude. However, ad attitude did have a 
direct and mediating effect on product attribute beliefs (b=.44, t=3.89, p<.001). As 
hypothesized, ad attitude had a direct effect on the hedonic dimension of product attitude 
(b=.50, t=4.76, p<.001) and product attribute beliefs (b=53, t=4.89, p<.001) had a 
significant effect on the utilitarian dimension of product attitude. No variable was found 
to directiy influence purchase intentions. 
Comparison of environmental ad types 
Path analysis results for the full and reduced model of individual environmental ads 
can be found in Appendix J, Tables J.5 through Table J.7. Due to limited sample sizes, 
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beta coefficients were examined across treatments or environmental ad types to compare 
for differences in response. Table 4.7 provides a summary of beta coefficients derived 
from path analysis by ad type. Equations in which perceived environmental claim 
credibility was used as explanatory or predictor variable could only be compared across 
environmental ad types. 
Attitude toward ads in general (b=.21) and environmental apparel knowledge (b=-
.20) both had strong direct effects on perceived environmental claim credibility for the 
donation ad. The direct effect of environmental apparel knowledge on environmental 
concern was similarly low across all ad types. The direct effect of environmental 
commitment on environmental concern was higher for subjects who were assigned to the 
recycled hang tag (b=.53) and organic cotton ad (b=.46). 
Subjects' involvement with fashion in clothing and environmental concern had a 
weak direct effect on subjects' reported involvement with the visual and verbal aspects of 
the ad. However, involvement with comfort in clothing was found to have a moderately 
strong high effect on involvement with the visual aspects of the ad for the recycled hang 
tag (b=.35) and organic cotton ad (b=.35). Perceived environmental claim credibility and 
involvement with the verbal aspects of the ad had similarly moderate effects on ad 
attitude. However, message involvement with the visual aspects of tlie ad appeared to 
have a stronger effect on ad attitude for the recycled hang tag ad (b=.42). Ad attitude was 
found to have strong effects on product attribute beliefs across all four types of ad. 
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Table 4.7 Beta coefficients from path analysis of hypothesized models of individual 
environmental ads controlling for sex and age effects 
Response Variable Donation Recycled Organic Control 
Explanatory Variable 
Perceived environmental claim credibility 
Attitude towards ads in general .21 .23 .10 — 
Environmental apparel knowledge -.20 -.07 .06 ~ 
Environmental concern 
Environmental apparel knowledge .18 .21 .16 .21 
Environmental commitment 
Environmental concern .32 .53 .28 .46 
Involvement with verbal asnects 
Involvement with fashion in clothing .14 .22 .00 .20 
Involvement with comfort in clotliing .12 .03 -.05 .20 
Environmental concern -.13 .21 .21 .10 
Involvement with visual asoects 
Involvement with fashion in clothing .02 .05 .14 .21 
Involvement with comfort in clothing -.06 .35 .35 -.17 
Environmental concern .13 -.08 .04 -.03 
Ad attitude 
Perceived environmental claim credibility .24 .31 .23 — 
Involvement with verbal aspects -.03 .05 .21 .16 
Involvement with visual aspects .29 .42 .16 .12 
Attitudes toward ads in general 
- - -
.12 
Product attribute beliefs 
Involvement with verbal aspects .20 .19 .05 .13 
Involvement with visual aspects .10 .32 .18 -.07 
Ad attitude .39 .40 .45 .44 
Product attitude - utilitarian 
Product attribute beliefs .24 .54 .44 .53 
Product attitude -- hedonic 
Ad attitude .42 .55 .45 .50 
Purchase intentions 
Environmental commitment -.00 -.09 .17 -.04 
Product attitude ~ utilitarian .23 .08 -.03 .27 
Product attitude -hedonic -.03 .53 .33 .08 
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Product attribute beliefs had strong direct effect on the utilitarian dimension of 
product attitude for the exception of the donation ad (b=.24). Similarly, ad attitude had a 
strong direct effect on the hedonic dimension of product attitude for all four types of ads. 
Environmental commitment had little influence on purchase intentions. The 
utilitarian dimension of product attitude showed a moderately strong direct effect on 
purchase intentions for the donation (b=.23) and nonenvironmental ad (b=.27). In 
contrast, the hedonic dimension of product attitude showed a strong direct effect on 
purchase intentions for the recycled ad (b=.53) and a moderately strong effect for the 
organic cotton ad (b=.33). 
Evaluation of models 
Fit of the model was tested using the chi-square goodness-of-fit statistic. The null 
hypothesis that all restricted slopes are zero was tested against the alternative that at least 
one of the slopes is not equal to zero. The total variance, generalized variance, and chi-
square statistic for Q (Q is the ratio of generalized variance to the total variance) for all 
models are provided in Table 4.8. Overall, the model best explained consumer response 
toward the environmental ad for recycled hang tags. Chi-square statistic shows that the 
null hypothesis should be rejected at the .05 level of significance, meaning that at least 
one restriction imposed on a path in the models for the environmental ads and 
nonenvironmental ad does not equal zero. 
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Table 4.8 Explained variances of path models 
Model N 
Full 
Variance 
Reduced 
df 
Environmental 200 .54 .23 26 89.37*** 
Nonenvironmental 68 .93 .28 22 111.95*** 
Donation 68 .50 .14 26 22.87 
Recycled hang tags 60 .87 .58 26 40.59 
Organic cotton 72 .68 .23 26 37.64 
Note *p<.05, **p<.01, ***p<.001. 
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CHAPTER 5: DISCUSSION AND CONCLUSIONS 
The final chapter discusses the findings presented in Chapter 4. First, a brief 
examination of comparison of responses between demographic groups was conducted. 
Next, treatment effects were examined for the outcome variables in the hypothesized 
model. Then, results from path analysis were examined and possibilities for new theory 
development explored. In conclusion, a recommendation for future studies is introduced 
based on the findings of this study. 
Discussion of Results 
Attitudinal differences among demographic groups 
Sex Sex differences were found in responses of certain clothing-related and 
environmentalism-related variables. First, undergraduate female students showed more 
involvement with both fashion and comfort in clothing, indicating a higher general 
tendency to be interested in clothing. Clothing, regardless of practical (e.g., comfort 
characteristics) or aesthetic and trend conformity (e.g., fashion) considerations, was a 
product category in which undergraduate female students showed a higher degree of 
interest than male students. Results partially support findings by Kaiser and Chandler 
(1985) in which older women were more likely than older men to seek fashion 
information from sources. Also, the finding that females were more involved with apparel 
may be explained by the notion that females define themselves in the context of 
appearance more than do males (Creekmore, 1974; Kaiser, 1990). 
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Another finding in regard to sex differences was that female students indicated 
more environmental concern and environmental behavior than did male students. This 
finding is consistent with environmental studies which find females more likely to be 
concerned about environmental issues (e.g., Chase, 1991; Levin, 1990; J. Ottman 
Consulting, 1991). Also, although there were no significant differences between males 
and females in environmental apparel knowledge, females perceived environmental claims 
in ads to be more credible. Sex differences in findings suggest that females may be more 
accepting of issue-related reasoning and likely to be persuaded about environmental 
concerns leading to environmental behavior. O'Keefe (1990) suggested that although 
studies commonly find females to be more easily persuaded than males, reasons for sex 
differences are unclear. 
Age Age was found to be another variable that discriminated differences in 
atdtudinal responses. Students younger in age were more involved with fashion in 
clothing and perceived the Medley t-shirt product to have more utilitarian value. Students 
younger in age may be more fashion conscious and aware of changes in style and color in 
clothing compared to older students. Also, based on the finding that younger students 
perceived the Medley t-shirt to have higher utilitarian value, students younger in age may 
have a higher need for t-shirts as part of their wardrobe. Thus, t-shirts may be a relatively 
popular clothing item for younger students, who constitutes a major part of the market for 
such clothing items. 
Related to age, an inadequacy of environmental concern to predict environmentally 
responsible behavior was found. Although younger students indicated more environmental 
118 
concern, older students reported more frequent environmentally responsible behavior. 
This finding can be explained by current trends in primary and secondary educational 
institutions in which students are indoctrinated with environmental issues generating pro-
environmental attitudes and knowledge of environmental concerns. Also, younger 
students who participated in this study may not live in housing situations that facilitate 
active environmental behavior. 
Other demographics Involvement with fashion in clothing appeared to be best 
identified by population differences. Life stage of subjects and their interests in 
enhancing self-image may explain higher involvement with fashion among younger 
students (Freedman, 1984). Younger female subjects who were single or never married 
indicated higher levels of involvement with fashion in clothing. 
No evidence was found that suggested characteristics of subjects' family home in 
terms of population or location (i.e., urban, rural, small town, farm) had any influence on 
respondents' environmental, clothing-related, or product-related attitudes. Also, subject's 
area of study had no influence on variables used in this study. 
Overall, results show that very few attitudinal variables can be explained by 
demographic groups. A few environmental and clothing related variables differed between 
male versus female and younger versus older students. Demographic characteristics alone 
are not sufficient enough to predict outcomes of variables in the model. 
Ad claim effects on components of path model 
Subject's cognitive responses show that at least 37 to 50 percent of the subjects 
responded to the environmental ad claim inserted in the Medley t-shirt ad. The responses 
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were collected prior to direct prompting in the experiment. Moderate levels of response 
to the claim indicate that specific environmental claims do not generate high levels of 
message processing. 
Subject responses indicate treatment effects for only one variable, perceived 
environmental claim credibility. The environmental claim related to company policy and 
image, "donation of profits," was rated as most credible compared to the environmental 
claim related to product content or processing, "organically grown." The claim "recycled 
hang tags" was not significantly different from either claim. 
Respondents may have experienced confusion over whether the claim "organically 
grown" was considered environmentally correct. This appears to be substantiated by their 
cognitive responses in which only 37 percent of responses commented on the "organically 
grown" claim. A lack of knowledge or understanding might have led subjects to consider 
"organically grown" to be confusing in terms of the actual contribution of organically 
grown cotton in protecting the environment. 
The "donation of profits" claim was most credible among the three environmental 
claim types. Philanthropic marketing activities such as donating portions of profits may 
be familiar to subjects, thus enabling subjects to quickly que into such claims as being 
positive. However, these differences in the perceived environmental claim credibility 
construct did not appear to influence other variables such as ad attitude, product attitude, 
and purchase intentions. No other variable in the model was found to have been affected 
by differences in advertisement claim type. Additional information inserted in an ad to 
120 
explain specific environmental claims could possibly enhance consumer understanding of 
the environmental correctness of the claim and also influence favorable product attitude. 
General environmental advertisement processing model 
Results from path analysis of combined data for the three environmental ads can 
be examined from an apparel product, environmentalism, and advertisement processing 
perspective (see Chapter 4, p. 106 for visual diagram of model). 
Clothing-related constructs A relationship between separate dimensions of 
clothing involvement in fashion and comfort was observed. However, environmental 
knowledge related to apparel products was only associated with involvement with comfort 
in clothing and not fashion in clothing. The observed association between environmental 
apparel knowledge and involvement with comfort in clothing indicates that subjects' 
involvement with certain dimensions of clothing could be associated with their knowledge 
levels about environmentalism and apparel products. For example, individuals interested 
in the textile industry's efforts in protecting the environment may be more involved in 
outdoor activities and more concerned about functional/comfort aspects of clothing. 
Environmentalism-related constructs Knowledge of the environment in 
relation to apparel products explained to some extent a person's level of environmental 
concern. Although findings show that subjects' level of apparel-related environmental 
knowledge is not high, environmental apparel knowledge explained a certain degree of 
concern for the environment. Also, consistent with findings from other studies (e.g., 
Hines, Hungerford, & Tomera, 1986), level of environmental concern was found to be a 
strong predictor of environmentally correct behavior. 
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Contrary to expectations, the level of environmental apparel product knowledge did 
not explain perceived credibility of environmental claims in the Medley t-shirt 
advertisement. Higher levels of knowledge found among subjects did not function in 
shaping positive evaluations of the perceived credibility of environmental claims. 
However, general feelings toward advertising influenced perceptions of environmental 
claim credibility. Thus, subjects' perceptions of claim credibility did not necessarily,,rely 
on a certain knowledge base but was mostly derived from a general predisposition toward 
advertisements in general. Weak connections between perceived environmental claim 
credibility and environmental apparel knowledge may explain that assessment of perceived 
claim credibility is based on general attitudes toward ads. 
Perceived environmental claim credibility was found to be a mediator of subject's 
ad attitude and ad attitude's hypothesized antecedent variable, attitude toward ads in 
general. Although perceived credibility of the environmental claim was formed in relation 
to positive general attitude toward ads, it had a strong influence on subjects' favorable or 
unfavorable evaluations of the Medley t-shirt ad. The relationship found between attitude 
toward ads in general and ad attitude support Bauer and Greyser (1968) in that general 
attitudes about advertising will influence evaluations of a specific ad. Also, the influence 
of perceived environmental claim credibility on ad attitude supports previous findings by 
Lutz (1985). 
Ad involveinent Involvement with the advertisement for environmentally 
correct Medley t-shirts was hypothesized to be influenced by involvement with two 
dimensions of clothing (i.e., fashion and comfort) and environmental concern. Findings 
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report that subject's level of environmental concern did not influence their level of 
involvement with the verbal or visual aspects of the ad. The weak finding between 
environmental concern and involvement with the verbal or visual aspects of the ad may 
suggest that the simplicity of the visual and verbal aspects of the advertisement did not 
require much effort in processing the environmental advertisements. 
In regard to clothing involvement dimensions, only subject's involvement with the 
comfort dimension in clothing was found to influence their involvement with the visual 
aspects of the ad. These findings suggest that t-shirts are purchased more for comfort 
than fashionability. The weak relationship found between involvement with fashion in 
clothing and involvement with the verbal and visual aspects of the ad may be due to 
subjects' perception of the t-shirts shown in the advertisement. Medley t-shirt is promoted 
as a basic causal wear with litde complexity in fashionability or stylishness. 
Results are weak in that only limited evidence can be found to show that one 
apparel involvement-related measure (comfort dimension) used in this study could be used 
to gauge a subjects' propensity to attend to message points in the ad. The three variables 
hypothesized to explain subject's involvement with the verbal or visual aspects of the ad 
may be incorrectly indicated in the model. Other variables not conceptualized in this 
model may better explain subjects' involvement with the verbal or visual aspects of the 
ad. 
Results of this study indicate that dimensions of clothing involvement and 
environmental concern did not motivate subject's state of involvement with the visual and 
verbal aspects of the environmental ad as suggested in some studies (e.g., Lastovicka & 
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Gardner, 1978; Mitchell, 1979; Laczniak & Muehling, 1993). Specifically, individuals 
who were more highly involved with fashion in clothing and had higher levels of 
environmental concern did not attend more to the Medley t-shirt ad. 
Although constructs hypothesized to predict subjects' involvement with the verbal 
and visual aspects of the ad were weak, advertisement involvement variables were found 
to be influential in predicting ad attitude and product attribute beliefs. Specifically, 
subjects' involvement with the verbal aspects of the ad was influential in formation of 
beliefs about Medley t-shirt product attributes but not attitude toward the Medley t-shirt 
advertisement. Verbal messages of ads had a positive influence on subjects' beliefs about 
specific product attributes. Affective cues (e.g., selection of words and style of 
expression) used in the advertisement copy appeared to have a minimal effect on 
formation of favorable evaluations toward the ad. 
Involvement with the visual aspects of the ad was a strong infiuencer of ad attitude 
and a moderate infiuencer of product attribute beliefs. These results partially support 
Gardner, Mitchell, and Russo (1985) in that highly involved individuals will more likely 
attend to an ad's message in order to evaluate the advertised product/brand. Also, 
involvement from the verbal and visual components of the model partially support 
Mitchell's (1986) dual component model with visual aspects of the ad influencing product 
attribute beliefs as well. Thus, involvement with the verbal and visual aspects of the ad 
constructs was found to be a better explanatory than a predictor variable in the model. 
Results suggest that higher levels of involvement with the visual and verbal aspects of the 
ad will influence consumer formation of positive attitudes toward a specific apparel 
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product and beliefs about apparel product attributes. The higher importance of the visual 
appeal suggests that developing the visual appeal of the ad could possibly increase the 
efficiency of the ad in forming positive consumer attitudes. 
Product attitude formation Most significant relationships in the hypothesized 
advertisement processing model for environmentally correct apparel products were found 
among constructs related to the ad attitude and product attitude components of die model. 
Strong hypothesized relationships among the variables of ad attitude, product attribute 
beliefs, and the hedonic and utilitarian dimension of product attitude were supported. Ad 
attitude directly influenced the hedonic dimension of product attitude and indirectly 
influenced the utilitarian dimension of product attitude through product attribute beliefs. 
Results pertaining to product attitude support Batra and Ray's (1985) finding that affective 
aspects of the ad have transferred to the hedonic component of product attitude and that 
product attribute beliefs have influenced formation of the utilitarian dimension of product 
attitude. Influence of ad attitude on product attribute beliefs in forming ad attitude was 
evidenced. Purchase intentions were mostly influenced by the hedonic dimension of 
product attitude. 
Product attitude formation through ad attitude and product attribute beliefs can be 
explained. The affective appeal of the Medley brand t-shirt advertisement is influential in 
forming strong attribute beliefs (e.g., color preference, fashionability, size, durability, 
price) about the t-shirt. Also, the significance of the affective appeal of the advertisement 
can be witnessed through its influence on formation of the hedonic and utilitarian 
dimension of attitude toward the Medley brand product t-shirt. Purchase intentions 
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influenced by only the hedonic dimension of product attitude provides additional evidence 
that in the case of apparel items such as t-shirts, the aesthetic appeal of an adverdsement 
will impact a consumers' decision to purchase due to the transfer of affect from the ad to 
the product. 
Results show strong support for components involved in the transfer of affect and 
dual mediation hypothesis model which explain the relationships among ad attitude, 
product attribute beliefs, product attitude, and purchase intentions (e.g.. Brown & 
Stayman, 1992; MacKenzie et al., 1986; Petty & Cacioppo, 1981b). Also, the influence 
of ad atdtude and product attribute beliefs in formation of brand attitude support 
Mitchell's (1986) dual component model. 
The multidimensionality of product attitude as proposed by researchers such as 
Batra and Ahtola (1990) and Holbrook and Hirschman (1982) can be evidenced. The 
hedonic dimension of product attitude was dominant in determining intentions to purchase 
the Medley t-shirt, supporting Holbrook and Hirschman's (1982) call for greater 
consideration of hedonic consequences and influences on product purchase. 
Nonenvironmental advertisement processing model 
The path model for the nonenvironmental processing model (see Chapter 4, p. 110) 
was weaker with less significant paths. Furthermore, due to the low size of the sample, 
results for the nonenvironmental processing model were exploratory. One finding that 
was noted in the nonenvironmental advertisement processing model was that attitude 
toward ads in general had no direct effect on ad attitude. The relationships that remained 
positively strong were among the variables of ad attitude, product attribute beliefs, and the 
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hedonic and utilitarian dimension of product attitude. Findings indicate that the ad 
attitude-related components of the model hypothesized for the study were strong and valid 
for the apparel product category of t-shirts. Other results are considered to be 
inconclusive due to weakness of paths and small sample size. 
Comparison of hypothesized model for claim types 
Many paths, hypothesized in the models for each claim type, were similar. Results 
show some differences in how an advertisement is processed based on the type or 
existence of an environmental claim. Theoretically, influences of apparel product- and 
environmentalism-related variables should be similar because treatment of ad types should 
have no effect on attitudinal vaiiables formulated prior to stimulus exposure. 
An interesting finding based on comparison of beta coefficients was that for the 
"donation of profits" ad, subject's level of environmental concern had the weakest 
influence on subject's involvement with the verbal aspects of the ad and the highest 
influence on the visual aspects of the ad. Thus, there is a possibility that this message 
was not unique, so less attention was needed to process the ad copy regardless of one's 
level of environmental concern. Also, subjects with higher levels of environmental 
concern might have been cued into the visual aspects of the ad by the "donation of 
profits" claim. 
Another finding is that subjects' involvement with the visual aspects of the ad had 
the strongest influence on ad attitude for the "recycled hang tag" ad claim. Thus, the 
"recycled hang tag" claim might have worked to cue subjects into the visual aspects of the 
claim which in turn influenced evaluations of the Medley t-shirt advertisement. Also for 
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the "recycled hang tag" ad, involvement with the visual aspects of the ad had a stronger 
positive influence on product attribute beliefs. Thus, hypothesized relationships among 
product attribute beliefs, involvement with the visual aspects of the ad, and ad attitude 
appeared to be stronger for the "recycled hang tag" ad compared to the other 
environmental claims. No explanations for this finding can be suggested. 
Model evaluation 
Based on the chi-square goodness-of-fit test, the hypothesized model appeared to 
be weak in explaining consumer response toward environmental and nonenvironmental 
ads. However, comparison of variances explained in models for each environmental ad 
found that the model for the recycled hang tag ad explained the most variance among the 
hypothesized models among the treatments. General observation of beta coefficients show 
stronger paths in the "recycled hang tags" ad model for many variables. Relationships 
among the product-related, environmentalism-related, and advertisement processing 
constructs hypothesized in this study fit best for the "recycled hang tags" ad treatment. 
Positive associations and familiarity with recycling behavior may have contributed to the 
strong relationships. 
Results of the path model suggest that different types of environmental claims may 
not be processed in the same manner. Considerations such as familiarity of advertisement 
claim and perceived credibility contribute to how an individual might process 
advertisement messages. Results from the hypothesized model show that an individual's 
environmental concern does not induce involvement with the verbal and visual message 
points but perceived claim credibility may have a stronger role in formulating positive 
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product attitudes. Tlius, a less complicated theoretical model may be developed to explain 
how perceived environmental claim credibility may influence ad attitude which would 
then influence product attitudes and purchase intentions. 
Conclusions 
Demographic variables of sex and age were the most prominent influencers of the 
apparel product- and environmentalism-related attitudinal responses in this study. The 
effects of sex and age show that certain demographic variables must be taken into account 
when conducting studies that are product and issue specific. However, other demographic 
variables such as location and population of hometown appeared to be insignificant in 
formation of attitude and response toward environmentally friendly apparel products. 
This study partially supports the findings of Stephens (1985) in which a low level 
of awareness for environmentally responsible clothing behavior was found. First, there 
was a moderate relationship between an individual's involvement with dimensions of 
clothing and environmental product knowledge. Next, although a close relationship 
among environmental apparel knowledge, environmental concern, and environmentally 
responsible behavior could be seen, environmental apparel knowledge appeared to have no 
effect on perceived environmental claim credibility. In addition, the relationship among 
perceived environmental claim credibility, purchase intentions, and environmental attitudes 
was weak. Moreover, intentions to purchase the environmentally friendly "Medley t-shirt" 
had no relationship to an individual's past environmental behavior. The only possible 
influence that perceived environmental claim credibility had on purchase intentions was 
via ad attitude. 
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The influential role of perceived environmental claim credibility on the evaluations 
of the ad as well as the product can be noted. The potential for theoretical reasoning 
directly linking perceived claim credibility with product attitude and product attribute 
beliefs can be found. However, strong influence of perceived environmental claim 
credibility on subsequent variables in the model show that perceived deception in product 
claims will directly impact consumers' attitude toward the product and advertisement but 
not necessarily their intentions to purchase the product. 
Components of the model that explain consumer response to the advertisement and 
product showed strongest results. However, the hypothesized consumer response model 
linking attitudinal variables of environmentalism and apparel product with consumer 
response variables such as involvement with the visual and verbal aspects of the ad 
appeared to be weak. 
Recommendations for Future Research 
The contribution of this study lies in its attempt to explain consumer response in 
the context of apparel products, the social issue of environmentalism, and advertisement 
processing. Results call for further theoretical development in linking consumer behavior 
toward apparel products with environmental marketing. Also, development in regard to 
how involvement in clothing can influence product attitude should be explored. 
First, a theoretical weakness between environmental consumer attitude and 
behavior and clothing attitude was found. Common factors that induce interest in 
different dimensions of clothing as well as in clothing-related environmental issues are yet 
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to be explored. Whether consumers connect clothing with environmental issues is 
uncertain. 
Second, the study shows a weak connection among apparel product involvement, 
environmental concerns, and involvement with the visual and verbal aspects of the ad. 
These results indicate that other factors contribute to an individual's attentiveness to ads 
rather than the product category or environmental marketing endeavors. Whether apparel 
product involvement is a good indicator of involvement with advertisements is uncertain. 
More research needs to be conducted on how apparel product involvement influences 
involvement with ads that promote various types of apparel products and how ad 
involvement brings forth positive evaluations of the ad as well as the apparel product. 
Third, the hedonic dimension for attitude toward the t-shirt item weighed more 
heavily in determining purchase intentions than the utilitarian dimension. Importance of 
the hedonic compared to the utilitarian dimensions of the product are speculated to be 
traits specific to the product category of apparel. Further investigation into the hedonic 
versus utilitarian aspect of apparel product attitude is warranted. Also, in an aesthetic 
product category such as apparel, more attention needs to be given in exploring the 
overlapping characteristic of hedonic and utilitarian dimensions. For example, feeling 
pleasure from wearing a certain apparel item that is stylish and fashionable may bring 
forth a sense of value in the clothing product. Thus, measures pertaining to such 
dimensions can be vague and not clearly conceptualized. 
Finally, this study has built on traditional advertisement processing models in the 
advertisement and marketing literature. The contribution of this research is in its 
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examination of a comprehensive model based on previously tested model components. 
Also, a moderately successful attempt has been made to test model constructs traditionally 
used in advertising and marketing studies on an environmentally oriented apparel product 
and advertisement. A new innovative model taking into consideration the unique 
characteristics of apparel products (e.g., psychological, social, economic, affective, 
utilitarian) is in order. For example, a more comprehensive development of dimensions in 
clothing involvement might bring forth a broader understanding of interest in specific 
apparel categories. A model exclusive to apparel product or fashion advertisements will 
bring better understanding to how consumers respond to apparel products and thus aid in 
developing effective marketing techniques. 
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CONSENT FORM 
You are invited to participate in a study of consumer responses to advertisements. You were 
selected to participate in this study because you are an undergraduate student in a midwestem 
university. You are one of about 300 students selected for this study. 
If you decide to participate, the researcher will provide you with an advertisement portfolio and 
a questionnaire. At the researcher's signal, you will be asked to look at the advertisement 
portfolio and answer the questions in the questionnaire. This exercise is estimated to take a 
maximum of only 30 minutes. 
Any information that is obtained in connection with this study and that can be identified with you 
will remain confidential and will be disclosed only witii your permission. Once data has been 
collected, there is no way to link details back to a specific individual. The information will be 
released only in the form of "responses of undergraduate students in a midwestem university." 
Your decision whether or not to participate will not prejudice your present or future relations 
with Iowa State University or the instructor with whom you are taking this class. If you decide 
to participate, you are firec to discontinue participation at any time without prejudice. 
If you have any questions, please call Hye-Shin Kim, Department of Textiles and Clothing, Iowa 
State University, (515) 294-2136. If she is not there, leave a message on the answering service 
and she will return your call as soon as possible. 
Cut Here 
Please sign below if you are willing to participate in this study. Your signature indicates that 
you have read the information provided above and have decided to participate. You may 
withdraw at any time without prejudice after signing this form should you choose to 
discontinue participation in this study. Thank you for your willingness to help! 
Signature Date 
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Wonderfully 
Wearable T-Shirts 
100% premium cotton tees in 
seven exciting colors: yellow, 
green, red, purple, navy, white 
and black. 
Sizes: S, M, L, & XL. 
$16 each. 
Comfortable and easy 
to care for. Medley's 
Casual and Sports 
Apparel adds style to 
your basic wardrobe. 
Pull on a Medley short 
sleeve t-shirt and you'll 
immediately feel relaxed 
and refreshed. 
Medley cares about 
the environment. All 
t-shlrts are made from 
organically grown 
natural cutlon. 
Medley" 
Casual and Sports Apparel 
IL Order Now (800) 535-2773 M 
(f Fax Orders (708) 953-1229 f), 
^ Customer Scrvico (800) 235-4217 fl 
Figure B.l Environmental ad ~ treatment #1 
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Wonderfully 
Wearable T-Shirts 
100% premium cotton tees in 
seven exciting colors: yellow, 
green, red, purple, navy, white 
and black. 
Sizes: S, M, L, & XL. 
$16 each. 
Comfortable and easy 
to care for. Medley's 
Casual and Sports 
Apparel adds style to 
your basic wardrobe. 
Pull on a Medley short 
sleeve t-shirt and you'll 
immediately feel relaxed 
and refreshed. 
Medley caves about 
the environment. All 
our garment hang 
tags are printed on 
recycled paper. 
Medley 
Casual and Sports Apparel 
IL Order Now (800) 535-2773 M 
(f Fax Orders (708) 953-1229 
^ Cuslomer Service (800) 235-4217 // 
Figure B.2 Environmental ad - treatment #2 
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Wonderfully 
Wearable T-Shiits 
100% prvmium cotton tecs in 
seven exciting colors; yellow, 
green, red, purple, navy, white 
and bliick. 
Sizes: S, M, L, & XL. 
$16 each. 
Comfortable and easy 
to care for. Medley's 
Casual and Sports 
Apparel adds style to 
your basic wardrobe. 
Pull on a Medley short 
sleeve t-shirt and you'll 
immediately feel relaxed 
and refreshed. 
Medley cares about 
the environment. For 
every t-shirt sold, S2 
will be donated to the 
Arbor Day Assn. 
Medley™ 
Casual and Sports Apparel 
fL Order Now (800) S35.2773 ^ 
Xf Fax Orders (708) 953-1229 f\ 
V\ Cuatomer Servlco (800) 235-4217 y/ 
Figure B.3 Environmental ad - treatment #3 
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Wonderfully 
Wearable T-Shirts 
100% premium cotton tees in 
seven exciting colors; yellow, 
green, red, purple, navy, white 
and black. 
Sizes; S, M, L, & XL. 
$16 each. 
Comfortable and easy 
to carc for. Medley's 
Casual and Sports 
Apparel adds style to 
your basic wardrobe. 
Pull on a Medley short 
sleeve t-shirt and you'll 
immediately feel relaxed 
and refreshed. 
Medley Casual anil 
Sports Apparel is 
available in over 200 
retail stores across the 
United Slates. 
Medley" 
Casual and Sports Apparel 
I. Order Now (800) 535-2773 ^ 
(f Fax Ordere (708| 953-1229 f), 
^ Customer Service (800) 235-1217 ^ 
Figure B.4 Environmental ad -- control 
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"^<nv5s>>^  
Figure B.5 Filler ad #1 
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-NEW COLGATE-
TARTAR CONTROL 
LEAVES YOUR TEETH FEELING 
REMARKABLY CLEAN AND SMOOTH. 
Cle/\n and smooth hhjng rami. GuAiivvniD! 
THE COLGATE GUARANTEE 
TT>' Colonic TntuiT Control Tootlipnsic. This pniihici is so 
unique, and leaves iccih so dean, tlui wc guaramcc you'll  
be sausfied! Colgate Tanar Comrnl iioi only liijl |)s reducc 
tartar build-up and fight cavitics, it  makes your leeth feel 
rciiiurkably cican and sniooih 
'Sjiiiljriiot) ft |iiitcliJ(r priir lup lo M 5Q) irfumlcd jpun 
ol diu\l (4^1 toccici «iiltihc prKcntilnl. Jiv*f itllmgiiiMhv you ucti'tii and ihc UPC vodc Ifum ih« rvKlui;' (fiii iurKl l/[i 'UTY. »tiir ih< UPC fOvIc iMi iti* li> k jl ilic tr(5iuei imiu I* poMiujiVci! .vin 
m JO iJj>< i>f il.tif 111 f uti.h.iv 5<rui in the Cyl|!4ic Clujumcc Colif.iif-l'.ihnulivi,' Consutiifi ,\IIjits WO PJtk .Vfiiut, fiV, NY 10022 Rctjurvtv ftom PO twici ut 
ai|uni:juiin» miII ium l>c Only (mk rtlunu |k;r jdiI jJJrvsi 
C\i|  (,AI1 . Tlir WOULD 's  =1 TOOniPASlX AND lOOIliniU Sll liRAND. 
Figure B.6 Filler ad #2 
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•vi'f.'.V'lhV,' 
NO, WE DIDN'T CREATE 
, TORTELLONI. 
WE JUST PERFECTED IT. 
Figure B.7 Filler ad #3 
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Questionnaire 
Please write your advertisement portfolio number here: 
PLEASE WAIT FOR DIRECTIONS BEFORE OPENING THE QUESTIONNAIRE. 
YOU WILL BE ASKED TO EXAMINE AN AD PORTFOLIO FIRST. 
(^STO^ 
DO NOT OPEN! 
WAIT FOR THE SIGNAL! 
THE ADVERTISEMENT SHOULD BE CLOSED 
BEFORE TURNING THIS PAGE. 
161 
THOUGHTS, REACTIONS, FEELINGS AND IDEAS 
Directions -- In the boxes provided on the next three pages, please list all the thoughts, 
reactions, feelings, and ideas that went through your mind while looking at the 
advertisement for the t-shlrts. 
Piease write down any thoughts, no matter how simple or complex, relevant or irrelevant 
they may seem to you. Even thoughts that are not directly related to the advertisement or 
the product are important. 
Please put down one idea or thought per box. Try to list as many thoughts as you can 
remember, and do not worry if you cannot fill  in all the boxes. The small box on the right 
side will be used in Section 2. Do not write anything In the small box at this time. 
Also, do not worry about writing in complete sentences -- only a few words may be 
sufficient in explaining your thoughts. 
On a signal from me, turn this page and begin listing your thoughts, reactions, feelings, 
and ideas. You have 3 minutes to do so. 
If you finish this section before 3 minutes of writing time are over, piease wait 
before turning to the next section. 
Again, we are interested in the thoughts, reactions, feelings, and ideas that came to your 
mind at the time you saw the ad for the t-shlrts. 
Please wait for the signal. 
STOP 
PLEASE DO NOT TURN THIS PAGE UNTIL TOLD TO DO SO! 
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Write in 
+, or 0 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE tCF* 
2 
163 
Write in 
+, or 0 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE CF* 
3 
164 
Write in 
+ ,  o r O  
(STO^: 
PLEASE DO NOT CONTINUE UNTIL TOLD TO DO SO! 
4 
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B. Directions -- Turn back to the thoughts, reactions, feelings, and ideas 
you listed on the previous pages. For each listing, indicate if you consider 
them to be favorable (that is favorable toward the product, the brand, some 
aspect of the ad, etc.),  unfavorable, or neither favorable nor unfavorable, by 
placing a +, or 0 to the right of each box. 
Use the following to help you assign a value to each listing: 
+ = favorable 
0 = neither favorable nor unfavorable 
- = unfavorable 
When you have completed this task, each of the small boxes on the right side of the 
large boxes should contain a "+", "0", orOnly one rating should accompany each 
box. 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE Ity 
5 
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T-SHIRT ADVERTISEMENT OBSERVATION 
Directions -- Please circle tlie number thai: best indicates the degree to which you agree or 
disagree with the foilowing statements. For example, if you strongly agree with the statement, 
circle "+3". If you strongiy disagree, circle "-3". If you are unsure or not certain about the 
statement, circle "0". If your feelings are not strong, circle one of the numbers in between. 
When I saw the ad for t-shlrts. I. . . .  
STRONGLY STRONGLY 
DISAGREE AGREE 
(1) concentrated on the 
visual aspects of the ad. 
(2) spent effort looking at the 
visual aspects of the ad. 
(3) evaluated the product while 
looking at the visual aspects 
of the ad. 
(4) concentrated on the 
verbal aspects of the ad. 
(5) spent effort reading the 
verbal aspects of the ad. 
(6) evaluated the product while 
reading the verbal aspects 
of the ad. 
- 3  - 2  - 1  0  + 1 + 2 + 3  
- 3  - 2  - 1  0  + 1 + 2 + 3  
- 3  - 2  - 1  0  + 1 + 2 + 3  
-3 -2 -1 0 +1+2+3 
- 3  - 2  - 1  0  + 1 + 2 + 3  
- 3  - 2  - 1  0  + 1 + 2 + 3  
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
6 
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GENERAL FEELINGS TOWARD THE MEDIA OF ADVERTISING 
Directions -- The following questions concern your general feelings regarding the promotional 
media of advertising. Answer these questions In reference to your everyday thoughts 
and feelings about advertising In general and not the specific advertisements you have 
seen In the portfolio. Circle the answer that best describes your answer. 
My feelings toward advertising are., 
(1)  
(2) 
(3) 
bad 
unfavorable 
negative 
-3 -2 1 0 +1 +2 +3 
-3 -2 1 0 +1 +2 +3 
-3 -2 1 0 +1 +2 +3 
good 
favorable 
positive 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
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CREDIBILITY OF T-SHIRT AD MESSAGE 
Beginning now, YOU MAY OPEN THE ADVERTISEMENT PORTFOLIO. Feel 
free to look at the t-shirt advertisement as many times as you wish while answering the 
questions. 
A. Directions -- Please answer the following questions by circling the appropriate answer. 
(1) Is there a message related to the environment In the t-shIrt advertisement? 
a. YES 11^ If Yes, What Is It? (Circle the number.) 
1. Medley cares about the environment. For every t-shirt sold, $2 will be 
donated to the Arbor Day Assn. 
2. Medley cares about the environment. All our garment hang tags are printed 
on recycled paper. 
3. Medley cares about the environment. All t-shirts are made from organically 
grown natural cotton 
O NEXT, GO TO THE ITEMS BELOW (PART B) 
b. NO O SKIP THE ITEMS IN PART B AND GO TO NEXT PAGE. 
B. Directions -- The following questions concem your feelings regarding the credibility of the 
t-shirt ad message. For each rating, read the words on the end of each scale and circle the 
number that best describes your feelings about the statement you are rating. For 
example, you should circle "-3" or "+3" If a word is very descriptive of your feelings. If 
your feelings are neutral, circle "0". The other numbers represent Intermediate positions of 
slightly descriptive and quite descriptive. 
The environmental message In the t-shIrt advertisement is, 
(1) unconvincing -3 -2 -1 0 +1 +2 +3 convincing 
(2) biased -3 -2 -1 0 +1 +2 +3 unbiased 
(3) unbelievable -3 -2 -1 0 +1 +2 +3 believable 
(4) deceptive -3 -2 -1 0 +1 +2 +3 undeceptive 
(5) untruthful -3 -2 -1 0 +1 +2 +3 truthful 
(6) dishonest -3 -2 -1 0 +1 +2 +3 honest 
(7) insincere -3 -2 -1 0 +1 +2 +3 sincere 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE EF" 
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GENERAL FEELINGS ABOUT BUYING T-SHIRTS 
Directions -- The (oilowing questions concern your general feelings about buying t-shlrts. Use 
the scale provided to indicate whether you disagree or agree with the following statement. 
Remember to answer in terms of all t-shlrts rather than any particular brand. 
When buying a t-shirt In general for myself, it is important to consider whether the t-shirt 
STRONQLY 
OISAQREE 
STRONGLY 
AGREE 
Is available In the color 1 like. -3 -2 0 +1 +2 +3 
is fashionable. -3 -2 0 +1 +2 +<3 
has the styling detail 1 like. -3 -2 0 +1 +2 +3 
is made of the fiber content 1 like. -3 -2 0 +1 +2 +3 
is uniquely styled. -3 -2 0 +1 +2 +3 
can be worn to a variety of 
occasions. -3 -2 0 +1 +2 +3 
fulfills a particular wardrobe 
need 1 have. -3 -2 0 +1 +2 +3 
size is appropriate for me. -3 -2 0 +1 +2 +3 
Is comfortable. -3 -2 0 +1 +2 +3 
is easy to care for. -3 -2 0 +1 +2 +3 
is durable. -3 -2 0 +1 +2 
is not too expensive. -3 -2 0 +1 +2 +3 
gives me good value for the 
money spent. -3 -2 0 +1 +2 +3 
is good quality. -3 -2 0 +1 +2 43 
is a popularly accepted brand. -3 -2 0 +1 +2 +3 
Is a prestigious brand. -3 -2 0 +1 +2 +3 
is readily available and can be 
easily purchased. -3 -2 0 +1 +2 +3 
is environmentally friendly. -3 -2 0 +1 +2 +3 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE CP* 
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SPECIFIC FEELINGS ABOUT MEDLEY T-SHIRTS 
Directions -- We wouid now like to know your beliefs about Medley t-shlrts (the product 
advertised In the advertisement portfolio). Circle the number that best describes how weii 
you feel each statement describes Medley t-shlrts. 
How likely is it that Medlev t-shlrts'have the following characteristics? 
VERY 
UNUKELY 
VERY 
UKELY 
is available in the color 1 like. -3 -2 0 +1 +2 +3 
is fashionable. -3 -2 0 +1 +2 +3 
has the styling detail 1 like. -3 -2 0 +1 +2 +3 
is made of the fiber content 1 like. -3 -2 0 +1 +2 +3 
is uniquely styled. -3 -2 0 +1 +2 +3 
can be worn to a variety of 
occasions. -3 -2 0 +1 +2 +3 
fulfills a particular wardrobe 
need 1 have. -3 -2 0 +1 +2 +3. 
size is appropriate for me. -3 -2 0 +1 +2 +3 
is comfortable. -3 -2 0 +1 +2 +3 
is easy to care for. -3 -2 0 +1 +2 +3 
is durable. -3 -2 0 +1 +2 43 
is not too expensive. -3 -2 0 +1 +2 +3 
gives me good value for the 
money spent. -3 -2 0 +1 +2 +3 
is good quality. -3 -2 0 +1 +2 +3 
is a popularly accepted brand. -3 -2 0 +1 +2 +3 
is a prestigious brand. -3 -2 0 +1 +2 43 
is readily available and can be 
easily purchased. -3 -2 0 +1 +2 43 
is environmentally friendly. -3 -2 0 +1 +2 43 
PLEASE TURN TO THE NEXT 
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FEELINGS RELATED TO BUYING A MEDLEY T-SHIRT 
Directions -- Please indicate tiow other people might thini< about your purchasing of a Medley t-
shirt. 
My friends probably think it 
would be all right for me to buy 
a Medley t-shirt. 
My parents probably think it 
would be all right for me to buy 
a Medley t-shirt. 
My girlfriend/boyfriend (or spouse) 
probably thinks it would be all right 
for me to buy a Medley t-shirt. 
When it comes to buying t-shirts, 
I want to buy what my friends think 
I should buy. 
When it comes to buying t-shirts, 
I want to buy what my parents think 
1 should buy. 
When it comes to buying t-shirts, 
I want to buy what my 
girifriend/bo^riend (or spouse) 
thinks 1 should buy. 
3TR0N0LY 
DISAGREE 
-3 -2 
-3 -2 
-3 -2 
-3 -2 
-3 -2 
+1 
+1 
4-1 
-h1 
+1 
+2 
+2 
+2 
+2 
STRONQUY 
AGREE 
+0 
+3 
+3 
+3 
+2 +3 
-3 -2 -1 0 +1+2+3 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE US' 
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FEELINGS TOWARD THE MEDLEY T-SHIRT ADVERTISEMENT 
Directions -  The next set of questions concern your feelings toward the advertisement of Medley 
t-shirts. Circle the number that best describes your feelings about the statement you are rating. 
Remember to answer In reference to the advertisement and not just the product. 
My feelings toward the advertisement of Medley t-shlrts are; 
(1) bad -3 -2 0 +1 +2 +3 good 
(2) unpleasant -3 -2 0 +1 +2 •fO pleasant 
(3) unattractive -3 -2 0 +1 +2 +3 attractive 
(4) unappealing -3 -2 0 +1 +2 +3 appealing 
(5) dull -3 -2 0 +1 +2 +3 dynamic 
(6) unenjoyable -3 -2 0 +1 +2 +3 enjoyable 
FEELINGS TOWARD THE MEDLEY T-SHIRT BRAND 
Directions -- We would like to know your feelings about Medley t-shlrts. Circle the number that 
tiest describes your feelings about the statement you are rating. 
The Medley t-shirt brand is: 
(1) unpleasant -3 -2 0 +1 +2 +3 pleasant 
(2) awful -3 -2 0 +1 +2 +G nice 
(3) disagreeable -3 -2 0 +1 +2 +3 agreeable 
(4) useless -3 -2 0 +1 +2 +3 useful 
(5) worthless -3 -2 0 +1 +2 +3 valuable 
(6) hannful -3 -2 0 +1 +2 +3 beneficial 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE CP 
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PURCHASE INTENTIONS TOWARD MEDLEY T-SHIRTS 
Directions -- The following questions concarn the iil<eiihood that you would purchase f*/1edley t-
shirts. Read the descriptions on each end of the scale and circie the number that best describes 
your feelings about the statement you are rating. 
I will buy a t-shIrt within the next 3 months. 
(1) unlikely -3 -2 -1 0 +1 +2 +3 likely 
(2) improbable -3 -2 -1 0 +1 +2 +3 probable 
(3) impossible -3 -2 •1 0 +1 +2 +3 possible 
1 Intend to buy a Medley t-shlrt In the future. 
(1) unlikely -3 -2 -1 0 +1 +2 +3 likely 
(2) Improbable -3 -2 -1 0 +1 +2 +3 probable 
(3) impossible -3 -2 -1 0 +1 +2 +3 possible 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
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FASHION INVOLVEMENT 
Directions -- The purpose of the following questions is to measure a person's involvement or 
interest in clothing. To take this measure, we need you to judge each clothing-related 
characteristic against a series of descriptive scales. Circle the number that best describes your 
answer. 
A. What are your feelings about fashion n clothing? 
(1) unimportant -3 -2 0 +1 +2 +3 important 
(2) of no concem 
-3 -2 0 +1 +2 +3 of concern 
(3) irrelevant -3 -2 0 +1 +2 +3 relevant 
(4) means nothing -3 -2 0 +1 +2 +3 means a lot 
(5) useless 
-3 -2 0 +1 +2 +3 useful 
(6) worthless -3 -2 0 +1 +2 +3 valuable 
(7) trivial -3 -2 0 +1 +2 +3 fundamental 
(8) not beneficial -3 -2 0 +1 +2 +3 beneficial 
(9) doesn't matter -3 -2 0 +1 +2 +3 matters 
(10) uninterested -3 -2 0 +1 +2 +3 interested 
(11) insignificant -3 -2 0 +1 +2 +3 significant 
(12) superlluous -3 -2 0 +1 +2 43 vital 
(13) boring •3 -2 0 +1 +2 +3 interesting 
(14) unexdting -3 -2 0 +1 +2 +3 exciting 
(15) unappealing -3 -2 0 +1 +2 43 appealing 
(16) mundane '-3- -2 0 +1 +2 +3 fascinating 
(17) nonessential -3 -2 0 +1 +2 43 essential 
(18) undesirable -3 -2 0 +1 +2 43 desirable 
(19) unwanted -3 -2 0 +1 +2 43 wanted 
(20) not needed -3 -2 0 +1 +2 43 needed 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE ICP* 
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B. What are your feelings about comfort In clothing? 
(1) unimportant -3 -2 -1 0 +1 +2 +3 important 
(2) of no concern -3 -2 -1 0 +1 +2 +3 of concern 
(3) irrelevant 
-3 -2 -1 0 +1 +2 +3 relevant 
(4) means nothing 
-3 -2 -1 0 +1 +2 +3 means a lot 
(5) useless -3 -2 -1 0 +1 +2 +3 useful 
(6) worthless -3 -2 -1 0 +1 +2 +3 valuable 
(7) trivial -3 -2 -1 0 +1 +2 +3 fundamental 
(8) not beneficial 
-3 -2 -1 0 +1 +2 +3 beneficial 
(9) doesn't matter -3 -2 -1 0 +1 +2 +3 matters 
(10) uninterested -3 -2 -1 0 +1 +2 +3 interested 
(11) insignificant -3 -2 -1 0 +1 +2 +3 significant 
(12) superfluous -3 -2 -1 0 +1 +2 +3 vital 
(13) boring -3 -2 -1 0 +1 +2 interesting 
(14) unexciting -3 -2 -1 0 +1 +2 +3 exciting 
(15) unappealing -3 -2 -1 0 +1 +2 +3 appealing 
(16) mundane -3 -2 -1 0 +1 +2 +3 fascinating 
(17) nonessential -3 -2 -1 0 +1 +2 +3 essential 
(18) undesirable -3 -2 -1 0 +1 +2 +3 desirable 
(19) unwanted -3 -2 -1 0 +1 +2 wanted 
(20) not needed -3 -2 -1 0 +1 +2 +3 needed 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE C?" 
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C. What are your feelings about Individuality In clothing? 
(1) unimportant -3 -2 -1 0 +1 +2 +3 important 
(2) of no concern -3 -2 -1 0 +1 +2 +3 of concern 
(3) inrelevant -3 -2 -1 0 +1 +2 +3 relevant 
(4) means nothing -3 -2 -1 0 +1 +2 +3 means a lot 
(5) useless -3 -2 -1 0 +1 +2 •f3 useful 
(6) worthless -3 -2 -1 0 +1 +2 +3 valuable 
(7) trivial -3 -2 -1 0 +1 +2 +3 fundamental 
(8) not beneficial -3 -2 -1 0 +1 +2 +3 beneficial 
(9) doesn't matter -3 -2 -1 0 +1 +2 +3 matters 
(10) uninterested -3 -2 -1 0 +1 +2 +3 interested 
(11) insignificant -3 -2 -1 0 +1 +2 significant 
(12) superfluous -3 -2 -1 0 +1 +2 43 vital 
(13) boring -3 -2 -1 0 +1 +2 +3 interesting 
(14) unexciting -3 -2 -1 0 +1 +2 43 exdting 
(15) unappealing -3 -2 -1 0 +1 +2 43 appealing 
(16) mundane -3 -2 -1 0 +1 +2 43 fascinating 
(17) nonessential -3 -2 -1 0 +1 +2 +3 essential 
(18) undesirable -3 -2 -1 0 +1 +2 +3 desirable 
(19) unwanted -3 -2 0 +1 +2 43 wanted 
(20) not needed -3 -2 -1 0 +1 +2 43 needed 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
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ENVIRONMENTAL EFFECTS OF APPAREL PRODUCTS 
Directions -- The following statements concern what you believe to be the environmental effects 
of all apparel products. Circle the number that best describes your answer. 
STRONQLY 
DISAGREE 
(1) Chemical pollutants are 
produced during manufacturing 
of synthetic or manufactured 
fibers such as polyester. -3 -2 
(2) Chemical pollutants are not 
produced during processing of 
natural fibers such as cotton. -3 -2 
(3) Federally and regionally 
mandated standards for clean air 
and water have not yet been 
imposed on textile companies. -3 -2 
(4) Air pollution can occur during 
some common dyeing processes 
of textiles. -3 -2 
(5) Dyeing and finishing processes 
of fabrics use a lot of water. -3 -2 
(6) Fibers such as wool cannot be 
commercially recycled. -3 -2 
(7) Disposable diapers have 
substantially contributed to the 
quantity of textile products 
discarded In landfills. -3 -2 
(8) Special finishes on fabrics may 
create problems for recycling. -3 -2 
(9) Phosphate-containing detergents 
can be a source of water pollution. -3 -2 
(10) Natural fibers are usually 
biodegradable. -3 -2 
(11) The use of larger quantities of 
natural fibers will significantly 
decrease energy consumption. -3 -2 
STnONOLY 
AGREE 
+1 +2 +3 
+1 +2 +3 
+1 +2 +3 
+1 +2 +3 
+1 +2 4<3 
+1 +2 +3 
+1 +2 +3 
+1 +2 +3 
+1 +2 +3 
+1 +2 -+3 
+1 +2 +3 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE CP* 
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B. Directions -- The foiiowing question concerns the degree to which you believe you are 
knowledgeable about the environmental effects of textile processing and apparel 
consumption. Circle the number that best describes your answer. 
How knowledgeable about the environmental effects of textile processing and apparel 
consumption do you consider yourself to be? 
(1) know very little 
about them -3 -2 -1 0 +1 +2+3 
(2) consider myself 
a novice -3 -2 -1 0 +1+2+3 
(3) consider myself 
uninformed -3 -2 -1 0 +1 +2+3 
know very much 
about them 
consider myself 
an expert 
consider myself 
informed 
ATTITUDE TOWARD ENVIRONMENTAL ISSUES 
Directions -  The following statements concern your opinion on various environmental issues. 
Circle the number that best describes your answer. 
STRC3NQLY 
DISAGREE 
(1) We are approaching the limit 
of the number of people the 
earth can support. -3 -2 
(2) The balance of nature is very 
delicate and easily upset. -3 -2 
(3) Humans have the right to modify 
the natural environment to suit 
their needs. -3 -2 
(4) Human beings were created to 
rule over the rest of nature. -3 -2 
(5) When humans interfere with 
nature it often produces disastrous 
consequences. -3 -2 
(6) Plants and animals exist primarily 
to be used by humans. -3 -2 
(7) To maintain a healthy economy 
we have to develop a "steady state" 
economy in which industrial 
growth is controlled. -3 -2 
(8) Humans must live in harmony 
with nature in order to survive. -3 -2 
+1 
+1 
+1 
+1 
+1 
+1 
+1 
+2 
+2 
+2 
+2 
+2 
+2 
STRONGLY 
AGREE 
+3 
+3 
+3 
+3 
+2 +3 
+3 
+3 
+3 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
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STRONQLY OI3AOREE stuonoly AGREE 
(9) The earth is lil<e a spaceship with 
only iimited room and resources. -3 
(10) Humans need not adapt to the 
natural environment because they 
can make it to suit their needs. -3 
(11) There are limits to growth beyond 
which our industrialized society 
cannot expand. -3 
(12) Human beings are severely 
abusing the environment. -3 
(13) I consider myself to be an 
environmentalist. -3 
(14) I care about the environment. -3 
(15) I am aware of environmental 
issues and concerns. -3 
-2  
-2 
-2 
- 1  +1 +2 +3 
+1 +2 +3 
+1 +2 +3 
+1 +2 +3 
0 +1 
0 +1 
+2 +3 
+2 +3 
+1 +2 +3 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE IS* 
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ENVIRONMENTALISM BEHAVIOR 
Directions -- The following list of questions concern some things you might have done to 
protect the environment. Please circle the number that describes your answer. 
How frequently do you., 
NEVER RARELY 
(1) return bottles, cans, and/or glass containers 
to a store or a recycling center? 
(2) read labels on products to see if contents 
are environmentally safe? 
(3) recycle newspapers? 
(4) use biodegradable plastic garbage bags? 
(5) use biodegradable, low phosphate 
soaps or detergents? 
(6) avoid buying products in aerosol 
containers? 
(7) avoid buying products from companies 
not environmentally responsible? 
(8) buy products made from or pacl<aged in 
recycled materials? 
(9) buy products in packages that can be 
refilled? 
(10) contribute money to environmental groups 
or organizations? 
(11) cut down on automobile exhaust by taking 
public transportation, car pooling, etc.? 
(12) avoid restaurants using styrofoam 
containers? 
(13) write to politicians about environmental 
concems or issues? 
(14) buy reusable rather than disposable 
goods? 
(15) buy more durable Items? 
(16) buy in bulk or large quantities? 
VERY 
SOME- PRE- PRE- DONT 
TIMES QU6NTLY QUEMTLY KNOW 
DK 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
- 2  
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
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B. Directions -- We would like to know about your apparel-related buying befiavior. Please 
circle the number that best describes your answer. 
How frequently do you. 
VERY 
SOME- FRE. FRE- DONT 
NEVER RARELY TIME3 QUENTLY OOENTLY KNOW 
(1) buy apparel made from recycled material? 
(2) buy second-hand apparel? 
(3) purposely select fabrics that require 
cooler washing water temperature, shorter 
drying time, or less ironing? 
(4) avoid an apparel product because of 
environmental concems? 
(5) select apparel that you can wear over a 
longer term compared to trendy apparel 
that goes out of style quickly? 
(6) buy clothing made of organically grown 
(without pesticide) natural fibers? 
(7) buy apparel with low impact or no dye 
processing? 
(8) buy apparel with environmentally friendly 
lat)eiing or packaging techniques? 
2 
2 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
DK 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE 
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DEMOGRAPHIC CHARACTERISTICS 
Directions -- The following questions ask for information about yourself. Please circle the letter 
that best describes yourself. 
1. What is your sex? 
a. Female 
b. Male 
2. What is your age? years 
3. Are you a U.S. citizen? 
a. Yes 
b. No 
4. What is your year in school? 
a. Freshman 
b. Sophomore 
c. Junior 
d. Senior 
e. Graduate student 
f. Special student 
5. What is your college? (circle two if joint major) 
a. Agriculture 
b. Business Administration 
c. Design 
d. Education 
e. Engineering 
f. Family and Consumer Sciences 
g. Sciences and Humanities 
h. Veterinary Medicine 
6. What is your major? (please write in) 
7. What is your marital status? 
a. Manried 
b. Widowed 
c. Separated or divorced 
d. Single, never been married 
8. How many children do you have? (specify) 
Please list the age(s) of your child(ren). (specify) 
PLEASE TURN TO THE NEXT PAGE AND CONTINUE tS" 
22 
183 
9. Which describes the population of the place in which your family's home is located? 
a. Place of less than 1,000 
b. Place of 1,000 to 2,499 
c. Place of 2,500 to 9,999 
d. Place of 10,000 to 49,999 
e. Place of 50,000 to 99,999 
f. Place of 100,000 to 249,999 
g. Place of 250,000 to 499,999 
h. Place of 500,000 to 999,999 
i. Place of 1,000,000 to 3,999,999 
J. Place of 4,000,000 and over 
10. How would you describe the place where your family's home is located? 
a. Fami 
b. Rural-nonfann 
c. Small town or city 
d. Large urban 
e. Suburban 
f. Other (specify) 
11. Please write the city, state (or country), and zip code of your family's home. 
City State or Country ZIP Code 
THANK YOU! 
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APPENDIX D; SCRIPT 
185 
Script 
My study entails asking you to look at an advertisement portfolio and answer questions in a 
questionnaire. 
First, I'll be distributing the consent form. Please read the consent form and sign below the 
dotted line if you are willing to participate in this study. During that time, I will be passing 
out an ad portfolio and questionnaire. Please do not open the portfolio and questionnaire at 
this time. Wait for my directions. The consent form will be collected along with the 
completed questionnaire. 
(Pass out ad portfolio and questionnaire and wait for students to sign consent form.) 
Now, please write your ad portfolio number on your questionnaire. 
(Wait for students to write number.) 
I will be giving you specific directions as to when to answer sections of the questionnaire up 
to page 5. After page 5, you may answer the rest of the questions at your own pace. 
Now, I will give you exactly 2 minutes to look at the ad portfolio. Please start. 
(Wait 2 minutes.) 
Stop and close your portfolios. 
Now open die questionnaire and read the directions. When you have finished reading, please 
look at me. 
(Wait 1 minute.) 
As you have read in the instructions, write your feelings, thoughts, reactions, and ideas in the 
big boxes in the next three pages. If you have finished before the 3 minute are up, please 
wait. You may start. 
(Wait 3 minutes.) 
Now, start reading directions on page 6 and continue at your own pace until you get to the 
end of the questionnaire. 
Please start. 
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APPENDIX E: HUMAN SUBJECTS APPROVAL 
187 
Information for Review of Research Involving Human Subjects 
Iowa SIcrto Unlvofirty 
(Please type ana use the attacned insrrucTions for completing this form) 
T i J e o f R d s p o n s e  T o w a r d  A p p a r a l  P r o d u c e s  i n  A d v e r t l s d m e n t s  C o n c a i n l n g  
Environmental Claims 
I agree 10 provide Uie proper suivcillancc of this project to insure thai the rights and welfare of the human subjects are 
protected, I will report any adverse reactions to the committee. Additions to or changes in research procedures after the 
project has beenapproved will be submitted to thecommitteeforreview. lagrec lorequestrenewalof approval forany project 
continmng mere than one year. 
Hve-Shin KLm P'/////^ 
Typed Ncme oi PnncipAi Invmigttor Dtu Signuart ot Pnncipu invctugaior 
Textilcis and Cloching 1052 LeBaron Hall A-2136 
Depinmcnt Ounpui Addrtii Campus TeJepnone 
3. Signatures of other investigators Dale Relationship to Principal Invesiigaior 
Advisor 
4. Principal Investigator<s) (check all that apply) 
• Faculty • Staff EJ Graduate Student • Undergraduate Student 
5. Project (check all that apply) 
n Research Tliesis or dissenadon Class project ' I Independent Study (490, 590. Honors project) 
6. Number of subjects (complete all that apply) 
# Adults, non-smdents _2L ^ ISU student __ ft minors under 14 other (explain) 
_ # minors 14 - 17 
7. Brief description of proposed research involving human subjects: (See instructions, Item 7. Use an additional page if 
needed.) 
(atitached) 
8. Informed Consent; 
(Please do not send researcb. thesis, or dissertation proposals.) 
• Signed informed consent will be obtained. (Attach a copy of your form.) 
• Modified informed consent will be obtained. (See instructions, item 8.) 
lD Not applicable to this project. 
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9. Confidentiality of Data: Describe below the methods to be used to ensure the confideniiality of data obtained. (See 
insmicuons, item 9.) 
Mo personal idtincifiers will be used in Che dat:a collection procedures. The questionnaire 
will be coded by numbers for analytical purposes only. Once data collection is completed, 
there is no way that a specific subject can be linked back to his/her answers. 
10. What risJcs or discomfort will be part of the study? Will subjects in the resean:h be placed a: rislc or incur discomfort? 
Describe any risks to the subjects and precautions thai will be taken to minimize them. (The concept of risk goes beyond 
physical risk and inchides risks to subjects' dignity and self-respect as well as psychological or emoaonal risk. See 
instructions, item 10.) 
No physical or mental discomfort is expected to occur during the data collection 
process. Data collection procedure involves observing the stimuli (advertisement 
portfolio) and answering the questionnaire. If any type of discomfort occurs, the 
subject will be allowed to discontinue participation any time during the data 
collection procedure. 
11. CHECK ALL of the following that apply to your researeh: 
• A. Medical clearance necessary tefore subjects can participate 
• B. Samples (Blood, tissue, etc.) firom subjects 
• C. Administradon of substances (foods, drugs, etc.) to subjects 
• D. Physical exercise or condinoning for subjects 
• E Decepdon of subjects 
• F. Subjects under 14 years of age and/or • Subjects 14-17 years of age 
• G. Subjects in institutions (nursing homes, prisons, etc.) 
• H. Research must be approved by another instiuidon or agency (Attach letters of approval) 
If you checked any of the itenu in 11, please complete the following in the space below (include any attachments); 
Hems A - D Describe the prtxxdures and note the safety precauuons being taken. 
Item £ Describe how subjects will be deceived: justify the decepdon: indicate the debriefing procedure, including 
the dming and information to be presented to subjects. 
Item F For subjects under the age of 14, indicate how informed consent from parents or legally authorized repre­
sentatives as well as from subjects will be obtained. 
Items G & H Specify the agency or institudon that must approve the projecL If subjects in any outside agency or 
insduition are involved, approval must be obtained prior to beginning the research, and the letter of approval 
should be filed. 
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L a s t  N a m e  o f  P r i n c i p a l  l n v e s t i g a t o r _ _ _ _ £ ^  
Checklist for Attachments and Time Schedule 
The foUoning are attached (please check): 
•12. S Letter or wriaen statement to subjects indicating clearly; 
a) purpose of the research 
b) the use of any identifier codes (names. It's), how they will be used, and when they will be 
removed (sec Item 17) 
c) an estimate of time needed for participation in the research and the place 
d) if applicable, location of the research activity 
e) how you will ensure coniideniiality 
0 in a longitudinal study, note when and how you will contact subjects later 
g) participation is voluntary; nonpaiticipadon will not affect evaiuadons of the subject 
13. B Consent form (if applicable) 
14. • Letter of approval for research from coopcradng organizations or insdmdons (if applicable) 
15.PI Data-gathering instniments .. vC\ 
16. Andcipated dates for contact with subjects: e-x 
First Contact i - Last Contact 
10/30/9^ 
Month/Day/Year Moniii / Day / Year 
17. If applicable: andcipated date that identifiers will be removed from completed survey instruments and/or audio or visual 
tapes will be erased: 
5 / 3 0 / 9 5  
Monih/ Dsy / Year 
IS. Signature of Departmental £;(ecudve OBicer Date Department or Administradve Unit 
d CloHu^ y-
19. Decision of ihe University Human Subjects Review Committee: 
/N?mjr-et Approved __ Project Not Approved No Action Required 
Data Signature of Commutei Chauperson > 
P a t r i c i a  M .  K e i t h  .  .  .  
Name of Committee Chairperson d ir
G C : l / 9 0  
190 
7. Brief Description of Proposed Research 
Title: Consumer response toward apparel products in advenisemcnts containing 
environmental claims 
The main purpose of this study is to explain the multi-phase process of advertisement 
message processing using a proposed processing model. The operational constructs forming 
the attitude and purchasing behavior processing model consist of environmental concern, 
environmental commitmeni, environmentalism-related apparel product knowledge, product 
involvement, attitude toward advertisements in general, message involvement, message 
credibility, specific product attribute beliefs, ad attitude, product attitude, attitude toward the 
ad, and purchase intentions. Also to be examined in this study is how well the processing 
model works when different types of environmental claims are included in advertisements. 
Method 
An instrument consisting of four versions of an advertisement and a questionnaire will 
be used to collect data. The advertisement stimuli will be a professionally developed full-
page ad for a fictitious brand of clothing embedded in the middle of a 4-page advertisement 
portfolio. The experimental ad will be pretested to assess treatment effects. 
Four versions of an advertisement (attached) presenting a fictitious brand unisex 
apparel line (e.g., T-shirt) will be professionally produced. General information usually 
provided in advcnisements about the apparel items (i.e., fiber content, style description, etc.) 
will be constant in each ad. One of three different environmentally oriented messages will be 
incorporated into three different versions of the advertisements. A fourth version will contain 
an innocuous message in order to provide a similar perceptual feel in the non-green 
advertisement. 
The questionnaire (see attached instrument) consists of several questions containing 
scaled items which measure (1) subject's reactions to one version of the advertisement and (2) 
constructs that are assumed to form the basis from which subjects' react to the advertisement 
and message. Also, basic demographic and socioeconomic data penaining to subjects will be 
collected. As discussed, the major constmcts to be measured are: environmental concern, 
environmental commitment, environment-related apparel product knowledge, apparel product 
involvement, attitude toward ads in general, message involvement, ad credibility, speculc 
product attribute-related beliefs, attitude toward ad, product attitude, and purchase intentions. 
Upon successful pretesting of the instmment with a small group of ISU smdents, 
subjects will be asked to voluntarily participate in the classroom with the permission of the 
instructor. An total number of about 300 students will be planned for the pretesting and data 
collection. 
In classroom settings, subjects will be randomly assigned an advertisement portfolio 
containing one version of the advenisement and a questionnaire. Subjects will be asked to 
view the ads in a controlled time period. Then, subjects will be asked to close the ad 
portfolios and answer the accompanying questionnaire. Subjects will not be allowed access to 
the advertisement portfolio while answering some sections of the questionnaire. 
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APPENDIX F: FREQUENCY TABLES OF VARIABLES IN MODEL 
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Table F.l Attitude toward advertisements in general (n=274) 
Value Frequency Percentage 
1-3 1 .36 
5-6 7 2.55 
7-9 23 8.39 
10-12 32 11.67 
13-15 63 22.99 
16-18 89 32.48 
19-21 57 20.80 
Missing 2 0.72 
Table F.2 Environmental apparel knowledge (n--274) 
Value Frequency Percentage 
41-46 5 1.82 
47-51 90 32.84 
52-56 67 24.45 
57-61 33 12.04 
62-66 22 8.02 
67-71 5 1.82 
72-77 1 0.32 
Missing 5 1.82 
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Table F.3 Involvement with fashion in clothing (n=274) 
Value Frequency Percentage 
20-37 3 1.09 
38-54 3 1.09 
55-71 10 3.64 
72-88 31 11.31 
89-105 73 26.64 
106-122 101 36.86 
123-140 48 17.51 
Missing 5 1.82 
Table F.4 Involvement with comfort in clothing (n=274) 
Value Frequency Percentage 
48-61 1 .36 
62-74 0 0.00 
75-87 4 1.45 
88-100 23 8.39 
101-113 48 17.51 
114-126 83 30.29 
127-140 111 40.51 
Missing 4 1.45 
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Table F.5 Environmental concern (n=274) 
Value Frequency Percentage 
25-33 6 2.18 
34-41 11 4.01 
42-49 25 9.12 
50-57 58 21.16 
58-65 80 29.19 
66-73 54 19.70 
74-80 30 10.94 
80-84 8 2.91 
Missing 2 0.72 
Table F.6 Environmental commitment (n=274) 
Value Frequency Percentage 
24-37 20 7.29 
38-50 49 17.88 
51-63 86 31.38 
64-76 63 22.99 
77-89 30 10.94 
90-102 11 4.01 
103-113 6 2.18 
Missing 9 3.28 
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Table F.7 Involvement with verbal aspects of ad (n=274) 
Value Frequency Percentage 
3-6 15 5.47 
7-9 25 9.12 
10-12 53 19.34 
13-15 58 21.67 
16-18 90 32.84 
19-21 30 10.94 
Missing 3 1.09 
Table F.8 Involvement with visual aspects of ad (n=274) 
Value Frequency Percentage 
3-6 5 1.82 
7-9 12 4.37 
10-12 30 10.94 
13-15 73 26.64 
16-18 105 38.32 
19-21 45 16.42 
Missing 4 1.45 
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Table F.9 Ad attitude (n=274) 
Value Frequency Percentage 
7-12 24 8.75 
13-17 19 6.93 
18-22 43 15.69 
23-27 67 24.45 
28-32 57 20.80 
33-37 43 15.69 
38-42 20 7.29 
Missing 1 0.36 
Table F.IO Product attribute beliefs (n=274) 
Value Frequency Percentage 
107-200 2 0.72 
201-293 9 3.28 
294-386 46 16.78 
387-479 93 33.94 
480-572 73 26.64 
573-665 26 9.48 
666-761 11 4.01 
Missing 13 4.74 
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Table F.ll Product attitude - utilitarian (n=274) 
Value Frequency Percentage 
3-6 4 1.45 
7-9 6 2.18 
10-12 87 31.75 
13-15 114 41.60 
16-18 54 19.70 
19-21 6 2.18 
Missing 3 1.09 
Table F.12 Product attitude - hedonic (n=274) 
Value Frequency Percentage 
3-6 2 0.72 
7-9 12 4.37 
10-12 83 30.29 
13-15 105 38.32 
16-18 56 20.43 
19-21 14 5.10 
Missing 2 .72 
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Table F.13 Purchase intentions (n=274) 
Value Frequency Percentage 
3-6 100 36.49 
7-9 53 19.34 
10-12 59 21.53 
13-15 43 15.69 
16-18 10 3.64 
19-21 6 2.18 
Missing 3 1.09 
Table F.14 Perceived environmental claim credibility (n=204) 
Value Frequency Percentage 
7-13 9 4.41 
14-19 12 5.88 
20-25 24 11.76 
26-31 55 26.96 
32-37 48 23.52 
38-43 34 16.66 
44-49 14 6.86 
Missing 8 3.92 
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APPENDIX G: RESULTS FROM ANOVA OF DEMOGRAPHIC MEANS 
Table G Effects of demographic characteristics on model variables ~ Results of ANOVA (N=272) 
Independent Dependent Between Groups Within Groups F Prol 
Variable Variable df SS MS df SS MS Ratio 
Sex Aiiilude toward ads in general 1 12.14 12.14 269 4313.49 16.03 .75 .38 
Environmental apparel knowledge 1 17.26 17.26 266 10683.67 40.16 .42 .51 
Involvement with fashion in clothing 1 2642.30 2642.30 266 106415.30 400.05 6.60 .01 
Involvement with comfort in clothing 1 969.65 969.65 267 55086.63 206.31 4.69 .03 
Environmental concern 1 2418.67 2418.67 269 35612.73 132.38 18.26 .00 
Environmental commitment 1 4732.74 4732.74 262 72517.06 276.78 17.09 .00 
Perceived environmental claim credibility 1 363.93 363.93 193 14251.33 73.84 4.92 .02 
Involvement with verbal aspects of ad 1 37.91 37.91 268 4688.73 17.49 2.16 .14 
Involvement with visual aspects of ad 1 .89 .89 267 3114.35 11.66 .07 .78 
Ad attitude 1 237.45 237.45 270 17940.71 66.44 3.57 .05 
Product attribute beliefs 1 23794.44 23794.44 258 2830639.79 10971.47 2.16 .14 
Product attitude ~ hedonic 1 16.91 16.91 269 2126.54 7.90 2.14 .14 
Product attitude — utilitarian 1 7.74 7.74 268 1779.79 6.64 1.16 .28 
Purchase intentions 1 29.07 29.07 268 5194.58 29.07 1.50 .22 
Year in schcx)! Attitude toward ads in general 2 .85 .42 267 4276.01 16.01 .02 .97 
Environmental apparel knowledge 2 24.11 12.05 264 10668.79 40.41 .29 .74 
Involvement with fashion in clothing 2 485.75 242.87 264 100881.64 382.12 .63 .53 
Involvement with comfort in clothing 2 186.17 93.08 265 54952.23 207.36 .44 .63 
Environmental concern 2 54.66 27.33 267 37729.48 141.30 .19 .82 
Environmental commitment 2 1119.67 559.83 260 76397.95 293.83 1.90 .15 
Perceived environmental claim credibility 2 72.30 36.15 191 14192.33 74.30 .48 .61 
Involvement with verbal aspects of ad 2 50.43 25.21 266 4554.72 17.12 1.47 .23 
Involvement with visual aspects of ad 2 27.36 13.68 265 3065.54 11.56 1.18 .30 
Ad attitude 2 76.53 38.26 268 19098.31 67.53 .56 .56 
Product attribute beliefs 2 17648.17 8824.08 256 2806096.98 10961.31 .80 .44 
Product attitude ~ hedonic 2 .50 .25 267 2135.42 7.99 .03 .96 
Product altitude — utilitarian 2 9.62 4.81 266 1774.12 6.66 .72 .48 
Purchase intentions 2 51.00 25.50 266 5127.18 19.27 1.32 .26 
Table G Continued 
Independent Dependent Between Groups Within Giduds F Prol 
Variable Variable df SS MS df SS MS Ratio 
Area of study Attitude toward ads in general 7 184.96 26.42 264 4147.00 15.70 1.68 .11 
Environmental apparel knowledge 7 566.92 80.98 261 10153.10 38.90 2.08 .04 
Involvement with fashion in clothing 7 5130.84 732.97 261 104014.01 398.52 1.83 .08 
Involvement with comfort in clothing 7 1106.25 158.03 262 55259.91 210.91 .74 .63 
Environmental concern 7 1091.25 155.89 264 36950.60 139.96 1.11 .35 
Environmental commitment 7 1420.78 202.96 257 76103.25 296.12 .68 .68 
Perceived environmental claim credibility 7 946.05 157.67 249 73913.25 296.84 .53 .78 
Involvement with verbal aspects of ad 7 119.22 17.03 263 4615.57 17.54 .97 .45 
Involvement with visual aspects of ad 7 98.70 14.10 262 3016.77 11.51 1.22 .28 
Ad attitude 7 545.00 77.85 265 17643.24 66.57 1.16 .32 
Product attribute beliefs 7 77025.28 11003.61 253 2778069.28 11003.61 1.00 .43 
Product attitude — hedonic 7 31.84 4.54 264 2112.53 8.00 .56 .78 
Product altitude — utilitarian 7 34.19 4.88 263 1753.39 6.66 .73 .64 
Purchase intentions 7 28.67 4.09 263 5203.53 19.78 .20 .98 
Marital status Attitude toward ads in general 2 100.65 50.32 269 4^31.30 15.72 3.19 .04 
Environmental apparel knowledge 2 102.17 51.08 266 10617.84 39.91 1.27 .27 
Involvement with fashion in clothing 2 3479.39 1739.46 266 105665.46 397.23 4.37 .01 
Involvement with comfort in clothing 2 275.66 137.83 267 56090.49 210.07 .65 .51 
Environmental concern 2 308.52 154.26 269 37733.34 140.27 1.09 .33 
Environmental commitment 2 2033.86 1016.93 262 75490.17 288.13 3.52 .03 
Perceived environmental claim credibility 2 424.90 212.45 193 14207.30 73.61 2.88 .05 
Involvement with verbal aspects of ad 2 6.09 3.04 268 4728.79 17.64 .17 .84 
Involvement with visual aspects of ad 2 11.78 5.89 267 3103.69 11.62 .50 .60 
Ad attitude 2 64.62 32.31 270 18123.62 67.12 .48 .61 
Product attribute beliefs 2 7213.13 3606.56 258 2847881.83 11038.30 .32 .72 
Product attitude - hedonic 2 25.16 12.58 269 2119.21 7.87 1.59 .20 
Product altitude - utilitarian 2 50.84 25.42 268 1736,74 6.48 3.92 .02 
Purchase intentions 2 48.39 24.19 268 5183.82 19.34 1.25 .28 
Table G Continued 
Independent Dependent Between Groups Within Grouos F Prot 
Variable Variable df SS MS df SS MS Ratio 
Population of Attitude toward ads in general 5 149.89 29.97 263 4149.32 15.77 1.90 .09 
family's home Environmental apparel knowledge 5 165.98 33.19 260 10395.95 39.98 .83 .52 
Involvement with fashion in clothing 5 614.76 122.95 260 104979.28 403.76 .30 .90 
Involvement with comfort in clothing 5 1106.54 221.30 261 55097.93 211.10 1.04 .38 
Environmental concern 5 543.45 108.69 263 36951.84 140.50 .77 .56 
Environmental commitment 5 1125.76 225.15 256 75416.00 294.59 .76 .57 
Perceived environmental claim credibility 5 211.12 42.22 187 13706.89 73.29 .57 .71 
Involvement with verbal aspects of ad 5 125.18 25.03 262 4566.23 17.42 1.43 .21 
Involvement with visual aspects of ad 5 46.52 9.30 261 3016.20 11.55 .80 .54 
Ad attitude 5 438.70 87.74 264 17459.40 66.13 1.32 .25 
Product attribute beliefs 5 122095.39 24419.07 252 2699596.91 10712.68 2.27 .04 
Product attitude ~ hedonic 5 18.40 3.68 263 2077.45 7.89 .46 .80 
Product altitude ~ utilitarian 5 20.97 4.19 262 1653.90 6.31 .66 .65 
Purchase intentions 5 33.24 6.64 262 5065.78 19.33 .34 .88 
Location of Attitude toward ads in general 4 94.62 23.65 263 4186.13 15.91 1.48 .20 
family's home Environmental apparel knowledge 4 251.17 62.79 260 10385.09 39.94 1.57 .18 
Involvement with fashion in clothing 4 2889.20 722.30 260 105501.34 405.77 1.78 .13 
Involvement with comfort in clothing 4 774.55 193.63 261 55019.70 210.80 .91 .45 
Environmental concern 4 289.47 72.36 263 37461.82 142.44 .50 .72 
Environmental commitment 4 864.38 216.09 256 76169.75 297.53 .72 .57 
Perceived environmental claim credibility 4 651.47 162.86 188 13868.02 73.76 2.20 .06 
Involvement with verbal aspects of ad 4 42.89 10.72 262 4619.26 17.63 .60 .65 
Involvement with visual aspccts of ad 4 53.94 13.48 261 3042.49 11.65 1.15 .33 
Ad attitude 4 498.80 124.70 264 19657.94 66.88 1.86 .11 
Product atuibute beliefs 4 72809.68 18202.42 252 2770631.82 10994.57 1.65 .16 
Product attitude — hedonic 4 11.78 2.94 263 2099.03 7.98 .36 .83 
Product attitude ~ utilitarian 4 17.55 4.38 262 1745.10 6.66 .65 .62 
Purchase intentions 4 21.05 5.26 262 5122.88 19.55 .26 .89 
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APPENDIX H: DEMOGRAPHIC MEANS AND SCHEFFE'S MULTIPLE 
COMPARISON 
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Table H Differences in means of variables by demographic characteristic 
Variable: Attitude towards ads in general 
Demographic Items Cases Mean Sig. Scheff6 
Post hoc 
Sex Female 139 15.72 
Male 132 15.30 
Year in School Sophomore 8 15.25 
Junior 108 15.58 
Senior 154 15.53 
Area of study Agriculture 15 17.53 
Business 108 15.65 
Design 6 15.00 
Education 5 16.20 
Engineering 5 16.20 
Family/Consumer science 21 17.04 
Liberal Arts/Science 102 14.84 
Other (Double major) 10 14.10 
Marital status Married 29 14.89 
Separated/Divorced/widowed 16 13.31 
Single/Never married 227 14.74 
Population Less than 1,000 37 16.16 
of family's home 1,000-2,499 36 15.00 
2,500-9,999 44 16.06 
10,000-49,999 59 15.44 
50,000-249,000 49 15.44 
250,000 and over 44 16.22 
Location Farm 38 16.55 
of family's home Rural-nonfaim 28 14.60 
Small town or city 111 15.77 
Large urban 35 15.42 
Suburban 56 14.87 
Note * p<.05, ** p<.01, *** p<.001. 
Table H Continued 
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Variable: Environmental apparel knowledge 
Demographic Items Cases Mean Sig. Scheff6 
Post hoc 
Sex Female 138 52.62 
Male 130 52.11 
Year in School Sophomore 8 53.50 
Junior 105 52.59 
Senior 154 52.12 
Area of study Agriculture 16 52.31 
Business 108 51.71 
Design 6 55.00 
Education 6 48.66 
Engineering 5 55.20 
Family/Consumer science 21 55.71 
Liberal Arts/Science 97 51.94 
Other (Double Major) 10 55.60 
Marital status Married 29 53.79 
Separated/Divorced/widowed 14 50.64 
Single/Never married 226 52.28 
Population Less than 1,000 36 53.13 
of family's home 1,000-2,499 35 51.82 
2,500-9,999 43 53.76 
10,000-49,999 59 51.69 
50,000-249,000 50 51.94 
250,000 and over 43 51.76 
Location Farm 38 52.97 
of family's home Rural-nonfarm 28 53.89 
Small town or city 109 52.65 
Large urban 35 50.25 
Suburban 55 52.00 
Table H Continued 
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Variable: Invoivement with fasiiion in clothing 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 138 108.40* 
Male 130 102.12 
Year in School Sophomore 8 102.75 
Junior 105 107.40 
Senior 154 104.83 
Area of study Agriculture 16 100.06 
Business 105 107.31 
Design 6 101.00 
Education 6 121.00 
Engineering 5 116.80 
Family/Consumer science 21 111.00 
Liberal Arts/Science 100 101.65 
Other (Double Major) 10 105.10 
Marital status Married 29 96.62 
Separatcd/Divorced/widowed 15 98.40 
Single/Never married 225 106.90 
Population Less than 1,000 37 106.59 
of family's home 1,000-2,499 35 105.77 
2,500-9,999 42 108.33 
10,000-49,999 57 104.45 
50,000-249,000 50 103.84 
250,000 and over 45 104.66 
Location Farm 37 107.00 
of family's home Rural-nonfarm 28 102.92 
Small town or city 108 106.48 
Large urban 36 110.02 
Suburban 56 99.83 
Table H Continued 
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Variable: Involvement with comfort in clothing 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 138 122.48 
Male 131 118.68 
Year in School Sophomore 8 116.12 
Junior 106 120.52 
Senior 154 121.01 
Area of study Agriculture 16 119.25 
Business 107 120.09 
Design 6 122.33 
Education 6 125.83 
Engineering 5 116.40 
Family/Consumer science 21 125.66 
Liberal Arts/Science 99 119.61 
Other (Double Major) 10 124.40 
Marital status Married 29 123.48 
Separated/Divorced/widowed 14 120.14 
Single/Never married 227 120.22 
Population Less than 1,000 37 117.16 
of family's home 1,000-2,499 35 122.51 
2,500-9,999 42 122.69 
10,000-49,999 50 120.67 
50,000-249,000 45 118.30 
250,000 and over 44 122.04 
Location Farm 38 123.26 
of family's home Rural-nonfarm 28 122.07 
Small town or city 108 119.81 
Large urban 36 122.08 
Suburban 56 118.28 
Table H Continued 
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Variable: Environmental concern 
Demographic Items Cases Mean Sig. Scheff6 
Post hoc 
Sex Female 140 63.65 
Male 131 15.30 
Year in School Sophomore 8 60.50 
Junior 106 60.30 
Senior 156 61.22 
Area of study Agriculture 16 60.06 
Business 107 58.95 
Design 6 59.50 
Education 6 55.50 
Engineering 5 60.40 
Family/Consumer science 21 60.80 
Liberal Arts/Science 101 62.92 
Other (Double Major) 10 63.70 
Marital status Married 29 59.68 
Separated/Divorced/widowed 16 61.06 
Single/Never married 227 61.14 
Population Less than 1,000 37 60.67 
of family's home 1,000-2,499 36 59.58 
2,500-9,999 44 62.11 
10,000-49,999 59 60.22 
50,000-249,000 49 62.88 
250,000 and over 44 58.80 
Location Farm 38 63.00 
of family's home Rural-nonfarm 28 60.10 
Small town or city 111 60.65 
Large urban 35 60.77 
Suburban 36 59.51 
Table H Continued 
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Variable: Environmental commitment 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 136 65.69 
Male 128 15.30 
Year in School Sophomore 8 50.87 
Junior 105 60.83 
Senior 150 62.56 
Area of study Agriculture 16 58.18 
Business 107 59.86 
Design 6 67.00 
Education 4 59.50 
Engineering 21 66.00 
Family/Consumer science 98 60.76 
Liberal Arts/Science 9 62.95 
Other (Double Major) 265 68.66 
Marital status Married 28 66.71 
Scparatcd/Divorced/widowed 16 69.25 
Single/Never married 265 60.31 
Population Less than 1,000 35 58.08 
of family's home 1,000-2,499 35 59.25 
2,500-9,999 44 66.22 
10,000-49,999 58 64.43 
50,000-249,000 49 61.06 
250,000 and over 41 60.82 
Location Farm 38 59.89 
of family's home Rural-nonfarm 27 63.18 
Small town or city 108 62.57 
Large urban 33 57.57 
Suburban 55 62.54 
Table H Continued 
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Variable: Perceived environmental claim credibility 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 100 32.47 
Male 95 29.73 
Year in School Sophomore 6 33.50 
Junior 76 31.69 
Senior 112 30.75 
Area of study Agriculture 16 30.27 
Business 108 30.50 
Design 6 27.20 
Education 5 31.75 
Engineering 5 22.25 
Family/Consumer science 21 33.75 
Liberal Arts/Science 100 31.85 
Other (Double Major) 10 33.28 
Marital status Married 20 26.75 
Separated/Divorced/widowed 10 31.70 
Single/Never married 166 31.60 
Population Less than 1,000 28 31.60 
of family's home 1,000-2,499 26 32.69 
2,500-9,999 32 32.31 
10,000-49,999 45 30.48 
50,000-249,000 34 30.79 
250,000 and over 28 29.50 
l-ocation Farm 26 29.92 
of family's home Rural-nonfarm 21 30.42 
Small town or city 87 32.27 
Large urban 23 33.56 
Suburban 36 28.00 
Table H Continued 
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Variable: Involvement with verbal aspects of ad 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 138 14.50 
Male 132 13.70 
Year in School Sophomore 8 11.87 
Junior 106 14.45 
Senior 155 14.14 
Area of study Agriculture 16 15.00 
Business 107 13.76 
Design 6 10.83 
Education 6 14.33 
Engineering 5 15.40 
Family/Consumer science 20 14.20 
Liberal Arts/Science 101 14.44 
Other (Double Major) 10 15.10 
Marital status Married 29 13.82 
Separated/Divorced/widowed 15 14.60 
Single/Never married 227 14.16 
Population Less than 1,000 37 14.02 
of family's home 1,000-2,499 36 13.94 
2,500-9,999 44 15.61 
10,000-49,999 58 13.81 
50,000-249,000 50 13.88 
250,000 and over 43 13.48 
Location Farm 38 14.28 
of family's home Rural-nonfarm 28 14.57 
Small town or city 110 14.40 
Large urban 36 13.61 
Suburban 55 13.54 
Table H Conrinued 
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Variable: Involvement with visual aspects of ad 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 137 15.43 
Male 132 15.55 
Year in School Sophomore 8 14.75 
Junior 105 15.14 
Senior 155 15.74 
Area of study Agriculture 16 16.87 
Business 107 14.93 
Design 6 16.33 
Education 6 15.00 
Engineering 5 15.60 
Family/Consumer science 20 16.40 
Liberal Arts/Science 100 15.55 
Other (Double Major) 10 16.60 
Marital status Married 29 15.06 
Separated/Divorced/widowed 15 14.93 
Single/Never married 226 15.58 
Population Less than 1,000 37 15.97 
of family's home 1,000-2,499 36 15.61 
2,500-9,999 43 15.06 
10,000-49,999 57 14.96 
50,000-249,000 50 16.02 
250,000 and over 44 15.47 
Location Farm 38 16.23 
of family's home Rural-nonfarm 28 15.07 
Small town or city 110 15.29 
Large urban 35 16.17 
Suburban 55 15.12 
Table H Continued 
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Variable: Ad attitude 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 139 26.73 
Male 133 24.86 
Year in School Sophomore 8 28.25 
Junior 108 25.36 
Senior 155 26.02 
Area of study Agriculture 16 29.75 
Business 108 25.36 
Design 6 22.83 
Education 5 24.00 
Engineering 5 31.40 
Family/Consumer science 21 24.38 
Liberal Arts/Science 102 26.03 
Other (Double Major) 10 25.50 
Marital status Married 29 25.00 
Separated/Divorced/widowed 16 27.50 
Single/Never married 228 25.82 
Population Less than 1,000 37 27.32 
of family's home 1,000-2,499 36 27.25 
2,500-9,999 44 26.72 
10,000-49,999 59 24.16 
50,000-249,000 50 25.84 
250,000 and over 44 24.43 
Location Farm 38 28.36 
of family's home Rural-nonfarm 28 26.00 
Small town or city 111 25.67 
Large urban 36 26.72 
Suburban 56 23.83 
Table H Continued 
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Variable: Product attribute beliefs 
Demograpiiic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 132 473.17 
Male 128 454.03 
Year in School Sophomore 7 514.04 
Junior 102 463.35 
Senior 150 463.16 
Area of study Agriculture 14 486.21 
Business 102 450.69 
Design 6 421.16 
Education 6 525.33 
Engineering 4 489.00 
Family/Consumer science 21 480.66 
Liberal Arts/Science 98 470.53 
Other (Double Major) 10 439.50 
Marital status Married 29 455.68 
Separatcd/Divorced/widowed 14 446.07 
Single/Never married 218 465.84 
Population Less than 1,000 34 469.67 
of family's home 1,000-2,499 34 472.82 
2,500-9,999 43 496.13 
10,000-49,999 54 431.55 
50,000-249,000 49 472.22 
250,000 and over 44 446.13 
Location Farm 38 13.81 
of family's home Rural-nonfarm 28 14.21 
Small town or city 111 14.22 
Large urban 35 13.91 
Suburban 56 13.75 
Table H Continued 
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Variable: Product attitude -- hcdonic 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 139 14.28 
Male 152 13.78 
Year in School Sophomore 8 14.12 
Junior 107 14.11 
Senior 155 14.02 
Area of study Agriculture 14 14.25 
Business 102 14.34 
Design 6 12.83 
Education 6 14.40 
Engineering 4 14.60 
Family/Consumer science 21 14.14 
Liberal Arts/Science 98 13.74 
Other (Double Major) 10 13.70 
Marital status Married 29 13.75 
Separated/Divorced/widowed 16 12.93 
Single/Never married 227 14.16 
Population Less than 1,000 37 14.16 
of family's home 1,000-2,499 36 13.86 
2,500-9,999 43 14.55 
10,000-49,999 59 13.98 
50,000-249,000 50 13.82 
250,000 and over 44 13.79 
Location Farm 38 13.81 
of family's home Rural-nonfarm 28 14.21 
Small town or city 111 14.22 
Large urban 35 13.91 
Suburban 56 13.75 
Table H Continued 
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Variable: Product attitude -- utilitarian 
Demographic Items Cases Mean Sig. Scheffd 
Post hoc 
Sex Female 139 13.94 
Male 131 13.61 
Year in School Sophomore 8 14.25 
Junior 107 13.99 
Senior 154 13.63 
Area of study Agriculture 16 13.87 
Business 107 13.76 
Design 6 13.50 
Education 5 15.80 
Engineering 5 14.20 
Family/Consumer science 21 14.38 
Liberal Arts/Science 101 13.56 
Other (Double Major) 10 13.80 
Marital status Married 28 12.96 
Separated/Divorced/widowed 16 12.56 
Single/Never married 227 13.97 
Population Less than 1,000 37 13.97 
of family's home 1,000-2,499 36 13.86 
2,500-9,999 43 14.23 
10,000-49,999 59 13.66 
50,000-249,000 50 13.34 
250,000 and over 43 13.81 
Location Farm 38 13.26 
of family's home Rural-nonfarm 28 13.92 
Small town or city 111 13.99 
Large urban 34 13.64 
Suburban 56 13.62 
Table H Continued 
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Variable: Purchase intentions 
Demographic Items Cases Mean Sig. Scheff(5 
Post hoc 
Sex Female 138 9.39 
Male 132 8.73 
Year in School Sophomore 8 11.25 
Junior 107 9.32 
Senior 154 8.86 
Area of study Agriculture 16 9.56 
Business 108 9.05 
Design 6 7.16 
Education 5 9.40 
Engineering 5 8.80 
Family/Consumer science 21 9.19 
Liberal Arts/Science 100 9.08 
Other (Double Major) 10 9.50 
Marital status Married 29 7.86 
Scparated/Divorced/widowed 16 9.31 
Single/Never married 226 9.22 
Population Less than 1,000 36 9.58 
of family's home 1,000-2,499 36 8.44 
2,500-9,999 43 9.37 
10,000-49,999 59 8.89 
50,000-249,000 50 8.94 
250,000 and over 44 9.34 
Location Farm 38 9.50 
of family's home Rural-nonfarm 28 8.64 
Small town or city 110 9.15 
Large urban 35 8.80 
Suburban 56 8.73 
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Table I.l Correlations, means, and standard deviations of variables in model for combined data (N=272) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO Xll X12 X13 X14 X15 X16 
XI 1.00 
X2 .12 1.00 
X3 .32 .03 1.00 
X4 .22 .19 .25 1.00 
X5 .01 .20 .02 .11 1.00 
X6 .03 .33 -.00 .21 .37 1.00 
X7 
X8 .04 .13 .15 .10 .14 .08 
X9 .23 .09 .14 .18 .05 .04 
XIO .24 -.07 .05 .04 .13 -.01 
Xll .31 .17 .17 .35 .20 .08 
X12 .26 .10 .04 .07 .09 .07 
X13 .18 .10 .00 .05 .09 .08 
X14 .22 -.05 .11 .05 .09 .04 
X15 .05 .04 • .15 .13 .25 .24 
X16 -.09 .00 -.17 .04 -.12 .14 
1.00 
-.26 1.00 
.07 .25 1.00 
.16 .19 .47 1.00 
.10 .14 .41 .32 1.00 
.13 .05 .36 .38 .69 1.00 
.10 .10 .38 .39 .31 .29 1.00 
.08 -.01 .11 .09 .08 .06 .07 1.00 
-.05 -.08 .01 -.02 -.08 -.17 -.05 -.04 
M 15.51 52.36 105.32 120.57 60.77 61.52 14.15 15.49 25.83 463.65 14.04 13.78 9.08 .51 23.16 
SD 3.99 6.32 20.18 14.47 11.84 17.13 4.18 3.40 8.17 104.79 2.81 2.57 4.40 .50 4.77 
Note XI: Atiilude towards ads in general, X2: Environmental apparel knowledge, X3; Involvement with fashion in clothing, X4; Involvement with 
comfort in clothing, X5: Environmental concern, X6: Environmental commitment, X7: Perceived environmental claim credibility, X8; Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad, XIO: Ad altitude, Xll: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, X14: Purchase intentions, X15: Sex, X16: Age. 
Table 1.2 Correlations, means, and standard deviations of variables in model for environmental ads (N=204) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO Xll X12 X13 X14 X15 X16 
XI 1.00 
X2 .12 1.00 
X3 .37 .04 1.00 
X4 .26 .22 .24 
X5 .01 .19 -.02 
X6 .02 .35 .00 
X7 .10 -.03 .09 
X8 .02 .13 .10 
X9 .29 .10 .15 
XIO .23 -.08 .04 
XII .33 .19 .19 
XI2 .19 .07 .14 
XI3 .12 .10 .06 
X14 .23 -.06 .11 
X15 .00 .02 . .19 
X16 -.10 .01 -.15 
1.00 
.09 1.00 
.21 .34 1.00 
.04 .11 -.04 1.00 
.04 .12 .04 .06 
.26 .08 .06 .18 
.02 .15 -.03 .28 
.31 .20 .06 .37 
.08 .08 .04 .39 
.07 .12 .09 .43 
.03 .11 .06 .29 
.13 .23 .25 .15 
-.00 -.13 .14 -.10 
1.00 
-.31 1.00 
.02 .30 1.00 
.13 .26 .48 1.00 
.15 .21 .38 .31 
.13 .11 .34 .39 
.10 .14 .38 .40 
.07 -.01 .03 .03 
-.02 -.11 .00 -.04 
1.00 
.65 1.00 
.31 .27 1.00 
.01 .00 .06 1.00 
-.10 -.15 -.03 -.03 
M 15.69 52.58 105.86 121.06 61.00 60.89 31.11 14.42 15.41 26.17 466.43 14.03 13.87 8.94 .51 23.16 
SD 3.92 6.54 19.72 14.69 11.86 17.09 8.66 4.16 3.58 8.28 105.71 2.70 2.50 4.46 .50 4.79 
Note XI: Attitude towards ads in general, X2: Environmental apparel knowledge, X3: Involvement with fashion in clothing, X4: Involvement with 
comfort in clothing, X5: Environmental concern, X6: Environmental commitment, X7: Perceived environmental claim credibility, X8: Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad. XIO: Ad attitude, Xll: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, X14: Purchase intentions, X15: Sex, X16: Age. 
Table 1.3 Correlations, means, and standard deviations of variables in model for donation ad (N=69) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO Xll X12 X13 X14 X15 X16 
XI 1.00 
X2 .09 1.00 
X3 .32 .05 1.00 
X4 .06 .15 .14 
X5 .18 .18 -.22 
X6 .04 .42 .04 
X7 .12 -.18 -.02 
X8 .05 .21 .16 
X9 .26 -.03 .00 
XIO .25 -.20 -.07 
Xll .29 .15 -.08 
X12 .15 -.06 .10 
X13 .11 .05 -.06 
X14 .13 -.03 -.06 
X15 -.05 .05 .07 
X16 -.03 .03 .08 
1.00 
-.00 1.00 
.16 .34 1.00 
-.07 .05 -.16 1.00 
.11 -.07 .04 -.16 
.00 .16 -.10 .40 
-.18 .11 -.13 .27 
.20 .17 -.00 .25 
-.10 -.21 -.09 .35 
-.11 .05 -.01 .35 
-.08 .13 .00 .24 
.07 .17 .15 .20 
.14 -.13 .14 -.12 
1.00 
-.41 1.00 
-.15 .35 1.00 
.09 .18 .38 1.00 
.03 .26 .34 .08 
-.04 .20 .35 .23 
-.07 .24 .29 .40 
.05 .00 -.14 -.03 
.09 -.28 .00 .02 
1.00 
.57 1.00 
.07 .20 1.00 
-.20 -.24 .04 1.00 
.01 -.15 -.05 -.02 
M 15.83 52.72 105.02 123.65 59.58 61.76 33.43 14.89 15.40 26.13 472.06 14.01 14.31 9.02 .52 23.57 
SD 3.75 7.16 16.32 14.23 12.53 18.75 8.90 3.92 3.39 8.42 97.37 2.37 2.60 4.28 .50 5.31 
Note XI; Auiludc towards ads in general, X2; Environmental apparel knowledge, X3; Involvement with fashion in clothing, X4: Involvement with 
comfort in clothing, X5: Environmental concern, X6: Environmental commiunent, X7: Perceived environmental claim credibility, X8: Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad, XIO: Ad attitude, Xll: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, X14: Purchase intentions, X15: Sex, X16: Age. 
Table 1.4 Correlations, means, and standard deviations of variables in model for recycle ad (N=63) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO Xll X12 X13 X14 X15 X16 
XI 1.00 
X2 .35 1.00 
X3 .31 .20 1.00 
X4 .43 .35 .19 
X5 -.01 .25 .01 
X6 .06 .27 .02 
X7 .13 .03 -.04 
X8 .06 .16 .15 
X9 .33 .29 .15 
XIO .27 .14 .04 
XII .36 .34 .13 
XI2 .25 .16 .03 
X13 .11 .17 -.01 
XI4 .25 -.06 .08 
XI5 -.07 .04 • .15 
XI6 -.07 .03 -.09 
1.00 
.18 1.00 
.31 .48 1.00 
.12 .11 .01 1.00 
.02 .25 -.02 .27 
.37 -.01 .28 .06 
.09 .27 .21 .34 
.35 .20 .09 .42 
.14 .16 .19 .46 
.20 .20 .27 .51 
.03 .09 -.00 .36 
.12 .48 .42 .04 
-.09 -.14 .11 .00 
1.00 
-.31 1.00 
.04 .41 1.00 
.22 .32 .55 1.00 
.16 .22 .37 .33 
.27 .07 .32 .45 
.21 .01 .44 .32 
.08 .00 .20 .12 
-.15 .10 .03 .06 
1.00 
.69 1.00 
.49 .41 1.00 
.09 .19 .07 1.00 
-.10 -.08 -.08 .10 
M 15.58 52.28 109.09 120.72 62.11 59.61 30.56 14.39 15.00 25.52 461.78 13.92 13.44 8.98 .52 22.79 
SD 4.17 6.41 21.68 15.09 11.68 16.48 8.50 4.41 3.88 8.40 114.34 3.16 2.74 4.72 .50 5.27 
Note XI; Attitude towards ads in general, X2: Environmental apparel knowledge, X3: Involvement with fashion in clothing, X4; Involvement with 
comfort in clothing, X5: Environmental concern, X6; Environmental commitment, X7: Perceived environmental claim credibility, X8: Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad, XIO: Ad attitude, XII: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, XI4: Purchase intentions, XI5: Sex, XI6: Age. 
Table 1.5 Correlations, means, and standard deviations of variables in model for organic cotton ad (N=72) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO Xll X12 X13 X14 X15 X16 
XI 1.00 
X2 -.10 1.00 
X3 .46 -.12 1.00 
X4 .29 .18 .38 
X5 -.10 .16 .09 
X6 -.03 .33 -.03 
X7 .05 .05 .34 
X8 -.03 .03 .01 
X9 .27 .05 .28 
XIO .17 -.15 .16 
Xll .32 .09 .47 
X12 .15 .12 .31 
X13 .14 .08 .34 
X14 .28 -.10 .28 
X15 .12 -.04 • . . .33 
X16 -.23 -.04 -.49 
1.00 
.13 1.00 
.18 .26 1.00 
.01 .22 .02 1.00 
-.03 .21 .08 .03 
.40 .11 .03 .10 
.17 .09 -.12 .26 
.37 .24 .09 .43 
.19 .26 .03 .37 
.10 .16 .03 .40 
.13 .13 .18 .29 
.18 .06 .23 .21 
-.12 -.10 .19 -.25 
1.00 
-.21 1.00 
-.16 .14 1.00 
.08 .24 .51 1.00 
.23 .14 .45 .48 
.14 .07 .37 .49 
.15 .19 .40 .48 
.08 -.05 .06 .01 
-.05 -.19 -.05 -.26 
1.00 
.71 1.00 
.31 .21 1.00 
.12 .10 .06 1.00 
-.26 -.30 -.06 -.22 
M 15.65 52.72 103.77 118.81 61.36 61.13 29.48 14.01 15.77 26.79 465.26 14.16 13.81 8.66 .49 23.08 
SD 3.91 6.10 20.44 14.58 11.39 16.12 8.22 4.17 3.48 8.12 106.62 2.60 2.13 4.43 .50 3.76 
Note XI: Altitude towards ads in general, X2: Environmental apparel knowledge, X3: Involvement with fashion in clothing, X4: Involvement with 
comfort in clothing, X5: Environmental concern, X6: Environmental commitment, X7: Perceived environmental claim credibility, X8: Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad, XIO: Ad attitude, Xll: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, X14: Purchase intentions, X15: Sex, XI6: Age. 
Table 1.6 Correlations, means, and standard deviations of variables in model for non-environmental ad (N=69) 
Variable 
XI X2 X3 X4 X5 X6 X7 X8 X9 XIO XI1 X12 X13 X14 X15 X16 
XI 1.00 
X2 .10 1.00 
X3 .18 .00 1.00 
X4 .08 .08 .26 1.00 
X5 -.00 .24 .13 .19 1.00 
X6 .09 .30 -.01 .21 .45 1.00 
X7 1.00 
X8 .05 .11 .27 .26 .19 .24 1.00 
X9 .07 .04 .15 -.08 -.02 -.05 -.11 1.00 
XIO .23 -.08 .05 .10 .06 .04 .18 .09 1.00 
Xll .24 .09 .13 .46 .21 .19 .23 -.06 .42 1.00 
X12 .42 .18 -.18 .04 .12 .15 .00 -.06 .51 .34 1.00 
X13 .32 .10 -.17 -.00 .03 .05 .09 -.13 .42 .37 .78 1.00 
X14 .21 .02 .12 .14 .01 -.04 .13 -.06 .43 .37 .31 .36 1.00 
X15 .19 .10 • .04 .13 .31 .22 .13 -.02 .36 .26 .27 .21 .11 
XI6 -.05 -.02 -.23 .18 -.07 .11 -.11 -.01 .05 .02 -.04 -.22 -.14 
1.00 
-.05 1.00 
M 14.97 51.72 103.72 119.13 60.11 63.40 13.35 15.72 24.81 455.10 14.07 13.52 9.48 .51 23.17 
SD 4.18 5.61 21.55 13.82 11.85 17.24 4.18 2.84 7.80 102.22 3.12 2.76 4.22 .50 4.72 
Note XI: Altitude towards ads in general, X2: Environmental apparel knowledge, X3: Involvement with fashion in clothing, X4: Involvement with 
comfort in clothing, X5: Environmental concern, X6: Environmental commitment, X7: Pcrceived environmental claim credibility, X8: Involvement 
with verbal aspects of ad, X9: Involvement with visual aspects of ad, XIO: Ad attitude, XI1: Product attribute beliefs, X12: Product attitude -
hedonic, X13: Product attitude -utilitarian, X14: Purchase intentions, X15: Sex, X16: Age. 
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Table J.l Path analysis results of full model for combined environmental ads including 
age and sex effects (n=183) 
Response Variable 
Explanatory Variable beta 
Perceived environmental claim credibility 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Sex 
Age 
Environmental concern 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Sex 
Age 
Environmental commitment 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Sex 
Age 
Involvement with verbal aspects of ad 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Sex 
Age 
.,14 1.86 
-.07 -.98 
-.01 -.15 
.04 .57 
.12 1.66 
-.12 -.65 
-.02 -.27 
.17 2.39 
-.09 -1.26 
.06 .88 
.09 1.31 
.23 3.29* 
-.13 -1.93* 
-.01 -.17 
.33 5.19*** 
-.03 -.53 
.12 1.87 
-.07 -1.25 
.29 4.42** 
.20 3.13** 
.14 2.25* 
.00 .08 
.10 1.19 
.09 1.14 
.04 .53 
.01 .20 
.06 .81 
-.04 -.51 
.06 .83 
.00 .00 
.06 
.13 
.35 
.03 
Note *p<.05, **p<.01, *** p<.001 (2-tailed). 
Table J. 1 Continued 
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Response Variable 
Explanatory Variable beta t 
Involvement with visual aspects of ad .17 
Attitude towards ads in general .22 2.81** 
Environmental apparel knowledge .02 .37 
Involvement with fashion in clothing .02 .29 
Involvement witli comfort in clothing .16 2.23* 
Perccived environmental claim credibility .18 2.49** 
Environmental concern .04 .55 
Environmental commitment .04 .56 
Sex -.08 -1.14 
Age -.04 -.65 
Ad attitude .24 
Attitude towards ads in general .13 1.68 
Environmental apparel knowledge -.16 -2.18* 
Involvement with fashion in clothing -.03 -.44 
Involvement with comfort in clothing -.03 -.49 
Perceived environmental claim credibility .19 2.66** 
Environmental concern .11 1.43 
Environmental commilment -.04 -.49 
Involvement with verbal aspects of ad .09 1.32 
Message involvement -- visual .34 4.22** 
Sex .02 .34 
Age .07 1.11 
Product attribute beliefs .65 
Attitude towards ads in general .17 2.50* 
Environmental apparel knowledge .11 1.66 
Involvement with fashion in clothing .06 .91 
Involvement with comfort in clothing .23 3.60** 
Perceived environmental claim credibility .19 3.00** 
Environmental concern .08 1.20 
Environmental commitment .03 .48 
Involvement with verbal aspects of ad -.00- -1.36 
Involvement with visual aspccts of ad -.00 -.10 
Ad attitude .35 5.19*** 
Sex -.08 -1.36 
Age -.01 -.21 
Table J.l Continued 
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Response Variable 
Explanatory Variable beta t 
Product attitude -- utilitarian .33 
Attitude towards ads in general .02 .28 
Environmental apparel knowledge .07 .99 
Involvement with fashion in clothing .03 .49 
Involvement with comfort in clothing .06 .94 
Perceived environmental claim credibility .29 4.12*** 
Environmental concern -.02 -.30 
Environmental commitment .15 1.87 
Involvement with verbal aspects of ad -.00 -.09 
Involvement with visual aspects of ad -.07 -.89 
Ad attitude .25 3.13** 
Product attribute beliefs .12 1.49 
Sex -.07 -1.06 
Age -.17 -2.51** 
Product attitude -- hedonic 
Attitude towards ads in general .00 .13 
Environmental apparel knowledge .10 1.43 
Involvement with fashion in clothing .08 1.28 
Involvement with comfort in clothing -.07 -1.09 
Perceived environmental claim credibility .26 3.77*** 
Environmental concern .01 .14 
Environmental commitment .06 .79 
Involvement with verbal aspects of ad .19 2.73** 
Involvement with visual aspects of ad .03 .43 
Ad attitude .39 5.03*** 
Product attribute beliefs .03 .40 
Sex -.12 -1.80 
Age -.07 -1.11 
Table J.l Continued 
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Response Variable 
Explanatory Variable beta t 
Purchase intentions .30 
Attitude towards ads in general .11 1.45 
Environmental apparel knowledge -.14 -1.81 
Involvement witli fashion in clothing -.04 -.54 
Involvement with comfort in clothing -.19 -2.48* 
Perceived environmental claim credibility .12 1.63 
Environmental concern .03 .41 
Environmental commitment .13 1.59 
Involvement with verbal aspects of ad .08 1.11 
Involvement with visual aspects of ad .00 .07 
Ad attitude .14 1.64 
Product attribute beliefs .31 3.53*** 
Product attitude -- utilitarian -.02 -.21 
Product attitude -- hedonic .08 .81 
Sex .00 .04 
Age -.02 -.38 
230 
Table J.2 Path analysis results of full and hypothesized model for combined 
environmental ads - accoundng for variable age and sex (n=202) 
Response Variable 
Explanatory Variable 
Full Model Reduced Model 
beta t R^ beta t R^ 
Perceived environmental claim credibilitv .03 
Altitude towards ads in general .14 1.81 .17 2.36* 
Environmental apparel knowledge -.07 -.98 -.06 -.86 
Involvement witJi fashion in clothing .03 .43 
Involvement with comfort in clothing .05 .69 
Environmental concern .13 
Attitude towards ads in general -.02 -.27 
Environmental apparel knowledge .17 2.39* .18 2.70** 
Involvement with fashion in clothing -.09 -1.26 
Involvement with comfort in clothing .06 .88 
Perceived environmental claim credibility .09 1.31 
Sex .23 3.29** .23 3.36*** 
Age -.13 -1.93* -.13 -1.90 
Environmental commiunent .35 
Attitude towards ads in general -.01 -.17 
Environmental apparel knowledge .33 5.19*** 
Involvement with fashion in clothing -.03 -.53 
Involvement with comfort in clothing .12 1.87 
Perceived environmental claim credibility -.07 -1.25 
Environmental concern .29 4.42*** .34 5.16*** 
Sex .20 3.13** .20 3.01** 
Age .14 2.25* .21 3.29*** 
Involvement with verbal aspects of ad .03 
Attitude towards ads in general .00 .00 
Environmental apparel knowledge .09 1.10 
Involvement with fashion in clothing .10 1.33 .12 1.72 
Involvement with comfort in clothing .04 .52 .04 .65 
Perceived environmental claim credibihty .02 .28 
Environmental concern .08 1.02 .08 1.16 
Environmental commiunent -.03 -.37 
Note *p<.05, **p<.01 *** p<.{)01 (2-tailed). 
Table .1.2 Continued 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R'' 
Involvement with visual aspects of ad .16 
Attitude towards ads in general .22 2.95** 
Environmental apparel knowledge .03 .50 
Involvement with fashion in clothing .01 .14 .08 1.11 
Involvement with comfort in clothing .16 2.16* .22 3.02** 
Perceived environmental claim credibility .17 2.39* 
Environmental concern .04 .57 .04 .67 
Environmental commitment .01 .18 
Ad attitude .23 
Attitude towards ads in general .12 1.63 
Environmental apparel knowledge -.17 -2.24* 
Involvement with fashion in clothing -.04 -.58 
Involvement with comfort in clothing -.03 -.45 
Perceived environmental claim credibility .18 2.66* .25 3.74*** 
Environmental concern .09 1.33* 
Environmental commitment -.02 -.25 
Involvement with verbal aspects of ad .09 1.34 .08 1.25 
Involvement with visual aspects of ad .33 4.20*** .30 4.19*** 
Product attribute beliefs .42 
Attitude towards ads in general .17 2.62** 
Environmental apparel knowledge .12 1.82 
Involvement with fashion in clothing .04 .73 
Involvement with comfort in clothing .23 3.54*** 
Perceived environmental claim credibility .18 2.88** 
Environmental concern .07 1.09 
Environmental commitment .00 .12 
Involvement with verbal aspects of ad -.00 -.09 .16 2.43** 
Involvement with visual aspects of ad .00 .02 .19 2.77** 
Ad attitude .35 5.20*** .41 6.10*** 
.06 
.18 
.27 
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Table J. 2 Continued 
Response Variable 
Explanatory Variable 
Full Model Reduced Model 
beta t beta t R^ 
Product attitude -- utilitarian .32 
Attitude towards ads in general .02 .33 
Environmental apparel knowledge .08 1.10 
Involvement with fashion in clothing .02 .33 
Involvement with comfort in clothing .06 .86 
Perceived environmental claim credibility .28 4.01*** 
Environmental concern -.03 -.46 
Environmental commiunent .12 1.67 
Involvement with verbal aspects of ad -.01 -.13 
Involvement with visual aspccts of ad -.06 -.82 
Ad attitude .24 3.07** 
Product attribute beliefs .13 1.61 .39 6.06*** 
Age -.16 -2.46* -.16 -2.51** 
Product attitude -- hedonic .36 
Attitude towards ads in general .01 .24 
Environmental apparel knowledge .11 1.58 
Involvement with fashion in clothing .07 1.14 
Involvement with comfort in clothing -.09 -1.30 
Perceived environmental claim credibility .25 3.63*** 
Environmental concern .00 .10 
Environmental commitment .01 .18 
Involvement with verbal aspects of ad .19 2.72** 
Involvement with visual aspects of ad .05 .65 
Ad attitude .37 4.85*** .47 7.61*** 
Product attribute beliefs .05 .62 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Purchase intentions .30 
Attitude towards ads in general .11 1.45 
Environmental apparel knowledge -.14 -1.87 
Involvement with fashion in clothing -.03 -.51 
Involvement with comfort in clothing -.19 -2.60* 
Perceived environmental claim credibility .12 1.66 
Envirorjnental concern .03 .54 
Environmental commitment .12 1.59 .04 .69 
Involvement with verbal aspects of ad .09 1.19 
Involvement with visual aspects of ad .01 .13 
Ad attitude .14 1.64 
Product attribute beliefs .31 3.58*** 
Product attitude ~ utihtarian -.01 -.13 .10 1.07 
Product attitude -- hedonic .08 .81 .26 2.88** 
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Table J. 3 Path analysis results of full model for nonenvironmental ad including age and 
sex effects (n=66) 
Response Variable 
Explanatory Variable beta t 
Environmental concern 
Attitude towards ads in general -.09 -.73 
Environmental apparel knowledge .16 1.34 
Involvement with fashion in clothing .06 .49 
Involvement with comfort in clothing .12 .94 
Age -.07 -.60 
Sex .31 2.50* 
Environmental commitment 
Attitude towards ads in general -.01 -.10 
Environmental apparel knowledge .13 .14 
Involvement with fashion in clothing -.05 -.46 
Involvement with comfort in clothing .17 1.35 
Environmental concern .36 2.83** 
Sex .09 .74 
Age .11 .93 
Involvement with verbal asoects of ad 
Attitude towards ads in general -.15 -1.19 
Environmental apparel knowledge .02 .19 
Involvement with fashion in clothing .20 1.50 
Involvement with comfort in clothing .32 2.37* 
Environmental concern .04 .31 
Environmental commitment .08 .60 
Sex .02 .17 
Age -.15 -1.16 
Note *p<.05, **p<.01 *** p<.001 (2-taiIed). 
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Restxjnse Variable 
Explanatory Variable beta t 
Involvement with visual aspects of ad 
Attitude towards ads in general -.01 -.11 
Environmental apparel knowledge .11 .85 
Involvement with fashion in clothing .23 1.59 
Involvement with comfort in clothing -.17 -1.16 
Environmental concern .03 .20 
Environmental commiunent -.12 -.77 
Sex -.11 -.82 
Age .08 .61 
Ad attitude 
Attitude towards ads in general .15 1.12 
Environmental apparel knowledge -.14 -1.07 
Involvement with fashion in clothing -.02 -.16 
Involvement with comfort in clothing -.00 -.04 
Environmental concern -.03 -.22 
Environmental commitment -.03 -.26 
Involvment with verbal aspects of ad .25 1.68 
Involvement with visual aspects of ad .17 1.26 
Sex .36 2.62* 
Age .10 .75 
Product attribute beliefs 
Attitude towards ads in general .27 2.41* 
Environmental apparel knowledge .07 .66 
Involvement with fashion in clothing -.18 -1.51 
Involvement with comfort in clothing .33 2.72** 
Environmental concern .06 .51 
Environmental commitment .03 .30 
Involvement with verbal aspects of ad .08 .63 
Involvement with visual aspects of ad -.00 -.04 
Ad attitude .44 3.78*** 
Sex .01 .14 
Age -.13 -1.17 
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Response Variable 
Explanatory Variable beta t 
Product attitude - utilitarian .42 
Attitude towards ads in general .10 .80 
Environmental apparel knowledge .09 -1.42 
Involvement with fashion in clothing -.24 1.74 
Involvement witli comfort in clothing .02 .14 
Environmental concern -.02 -.15 
Environmental commitment -.11 -.85 
Involvement with verbal aspects of ad .00 .04 
Involvement with visual aspects of ad -.04 -.37 
Ad attitude .24 1.50 
Product attribute beliefs .42 2.43* 
Sex -.03 -.25 
Age -.19 -1.42 
Product attitude -- hedonic 
Attitude towards ads in general .20 1.65 
Environmental apparel knowledge .18 1.55 
Involvement with fashion in clothing -.28 -2.21* 
Involvement with comfort in clothing .09 .72 
Environmental concern .11 .88 
Environmental commitment -.04 -.34 
Involvement with verbal aspects of ad -.15 -1.21 
Involvement with visual aspects of ad -.07 -.62 
Ad attitude .46 3.39** 
Product attribute beliefs .18 1.18 
Sex -.02 -.22 
Age -.10 -.90 
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Response Variable 
Explanatory Variable beta t 
Purchase intentions .30 
Attitude towards ads in general .12 .76 
Environmental apparel knowledge .06 .42 
Involvement with fashion in clothing -.02 -.13 
Involvement with comfort in clothing .08 .48 
Environmental concern -.00 -.01 
Environmental commitment .00 .04 
Involvement with verbal aspects of ad .07 .46 
Involvement with visual aspects of ad .06 .42 
Ad attitude .36 1.89 
Product attribute beliefs .11 .54 
Product attitude -- utilitarian .26 1.13 
Product attitude - hedonic -.24 -.98 
Sex -.07 -.50 
Age -.14 -.89 
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Table J.4 Path analysis results for full and hypothesized models of nonenvironmental ads 
- - accounting for variables age and sex (n=66) 
Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Environmental concern .17 .14 
Altitude towards ads in general -.10 -.80 
Environmental apparel knowledge .17 1.45 .21 1.88 
Involvement with fashion in clothing .09 .73 
Involvement with comfort in clothing .10 .84 
Sex .32 2.63* .29 2.55* 
Environmental commiunent .26 .21 
Attitude towards ads in general -.00 -.03 
Environmental apparel knowledge .15 1.27* 
Involvement with fashion in clothing -.09 -.79 — 
Involvement with comfort in clothing .20 1.70 
Environmental concern .38 3.26* .46 4.18*** 
Involvement with verba! aspects of ad .15 .12 
Attitude towards ads in general -.05 -.45 
Environmental apparel knowledge .01 .09 
Involvement with fashion in clothing .20 1.57 .20 1.67 
Involvement with comfort in clothing .24 1.84 .20 1.64 
Environmental concern .09 .65 .10 .85 
Environmental commitment .06 .47 
Involvement with visual aspects of ad .07 .05 
Attitude towards ads in general .01 .08 
Environmental apparel knowledge .08 .65 
Involvement with fashion in clothing .19 1.41 .21 1.68 
Involvement with comfort in clothing -.15 -1.13 -.17 -1.36 
Environmental concern -.00 -.04 -.03 -.29 
Environmental commitment -.13 -.88 
Note *p<.05, **p<.01 *** p<.001 (2-tailed). 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Ad attitude .25 
Attitude towards ads in general .18 1.48 .12 1.08 
Environmental apparel knowledge -.15 -1.21 
Involvement with fashion in clothing -.06 -.51 
Involvement with comfot in clothing .00 .00 
Environmental concern -.04 -.32 
Environmental commitment -.02 -.16 
Involvement with verbal aspects of ad .26 1.93 .16 1.36 
Involvement with visual aspects of ad .18 1.45 .12 1.05 
Sex .36 2.77** .32 2.75** 
Product attribute beliefs .45 .24 
Altitude towards ads in general .21 1.90 
Environmental apparel knowledge .09 .88 
Involvement with fashion in clothing -.09 -.80 
Involvement with comfort in clothing .34 2.89** 
Environmental concern .07 .61 
Environmental commitment .03 .26 
Involvement with verbal aspects of ad .03 .27 .13 1.16 
Involvement with visual aspects of ad -.04 -.43 -.07 -.67 
Ad attitude .41 3.61*** .44 3.89*** 
Product attitude - utilitarian .40 
Attitude towards ads in general .11 .89 
Environmental apparel knowledge .08 .73 
Involvement with fashion in clothing -.19 -1.51 
Involvement with comfort in clothing .06 .45 
Environmental concern -.01 -.14 
Environmental commitment -.15 -1.15 -
Involvement with verbal aspects of ad .04 .35 
Involvement with visual aspects of ad -.06 -.54 
Ad attitude .18 1.29 
Product attribute beliefs .48 3.13** .53 4.89*** 
.17 
.28 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Product attitude -- hedonic .48 .25 
Attitude towards ads in general .19 1.68 
Environmental apparel knowledge .18 1.69 
Involvement with fashion in clothing -.24 -2.07* 
Involvement with comfort in clothing .04 .35 
Environmental concern .10 .91 
Environmental commitment -.05 -.41 
Involvement with verbal aspects of ad -.15 -1.26 
Involvement with visual aspects of ad -.08 -.77 
Ad attitude .43 3.43* .50 4.76^ 
Product attribute beliefs .21 1.53 
Purchase intentions .28 
Attitude towards ads in general .09 .61 
Environmental apparel knowledge .06 .45 
Involvement wilh fashion in clothing .05 .35 
Involvement with comfort in clothing -.00 -.03 
Environmental concern -.01 -.12 
Environmental commitment -.00 -.06 -.04 -.34 
Involvement wilh verbal aspects of ad .09 .63 
Involvement with visual aspects of ad .04 .31 
Ad attitude .27 1.57 
Product attribute beliefs .16 .86 
Product attitude - utilitarian .28 1.28 .27 1.51 
Product attitude ~ hedonic -.21 -.90 .08 .49 
I 
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Table J.5 Path analysis results of full and hypothesized model for donation ad -
accounting for variables age and sex (n=68) 
Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
.08 .07 
Attitude towards ads in general .24 1.83 .21 1.71 
Environmental apparel knowledge -.20 -1.56 -.20 -1.60 
Involvement with fashion in clothing .09 -.71 
Involvement with comfort in clothing .01 .08 
Environmental concern .23 
Attitude towards ads in general .25 1.89 
Environmental apparel knowledge .20 1.60 .18 1.50 
Involvement with fashion in clothing -.28 -2.15* 
Involvement with comfort in clothing -.02 -.22 
Perceived environmental claim credibility .04 .32 
Sex .27 2.14* -.22 1.85 
Age -.05 -.42 -.10 -.89 
Environmental commiunent .41 
Attitude towards ads in general -.08 -.69 
Environmental apparel knowledge .43 3.82*** 
Involvement with fashion in clothing .08 .66 
Involvement with comfort in clothing .16 1.46 
Perceived environmental claim credibility -.09 .84 
Environmental concern .32 2.61* .32 2.64* 
Sex .01 .09 .10 .85 
Age .05 .50 .19 1.67 
Involvement with verbal aspects of ad .15 
Attitude towards ads in general .00 .02 
Environmental apparel knowledge .29 1.82 
Involvement with fashion in clothing .15 1.06 .14 1.15 
Involvement with comfort in clothing .15 1.18 .12 1.04 
Perceived environmental claim credibility -.09 -.70 
Environmental concern -.12 -.85 -.13 -1.05 
Environmental commiunent -.14 -.84 
.09 
.15 
.06 
Note *p<.05, **p<.01 *** p<.001 (2-tailed). 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Involvement with visual aspects of ad .27 .02 
Altitude towards ads in general .19 1.45 
Environmental apparel knowledge -.04 -.32 
Involvement with fashion in clothing -.05 -.39 .02 .20 
Involvement with comfort in clothing -.09 -.73 -.06 -.46 
Perceived environmental claim credibility .43 3.36* 
Environmental concern -.01 -.09 .13 1.02 
Environmental commilment .06 .38 
Ad attitude .30 .22 
Attitude towards ads in general .11 .79 
Environmental apparel knowledge -.11 -.74 — — 
Involvement with fashion in clothing -.06 -.50 
Involvement with comfort in clotliing -.08 -.68 
Perceived environmental claim credibility .12 .86 .24 1.86 
Environmental concern .01 .13 
Environmental commiunent -.13 -.83 
Involvement with verbal aspects of ad -.00 -.01 -.03 -.30 
Involvement with visual aspects of ad .34 2.20* .29 2.03* 
Product attribute beliefs .39 .19 
Attitude towards ads in general .26 1.96 
Environmental apparel knowledge .16 1.11 
Involvement with fashion in clothing -.16 -1.27 
Involvement with comfort in clothing .29 2.40* 
Perceived environmental claim credibihty .10 .75 
Environmental concern .12 .90 
Environmental commiunent -.06 -.40 
Involvement with verbal aspects of ad .07 .56 .20 1.57 
Involvement with visual aspects of ad -.05 -.33 .10 .74 
Ad atUtude .39 2.88** .39 3.00** 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t beta t R^ 
Product attitude -- utilitarian .23 .07 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude 
Product attribute beliefs .04 .29 .24 1.95 
Age -.12 -.88 -.14 -1.16 
.10 .66 
.10 .62 
-.07 -.47 
-.06 -.44 
.32 2.02* 
-.09 -.64 
.11 ,65 
-.06 -.41 
-.12 -.68 
.25 1.49 
.17 1.25 
-.02 -.15 
-.01 -.11 
-.07 -.56 
.23 1.71 
-.25 -1.91 
.24 1.64 
.19 1.36 
.09 .61 
.45 3.06** 
-.17 -1.18 
Product attitude -- hedonic .40 .17 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commiUnent 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad atUtude .42 3.78*** 
Product attribute beliefs 
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Table J.5 Continued 
ResDonse Variable 
Explanatory Variable beta 
Full Model 
t 
Reduced Model 
beta t 
Purchase intentions .30 .04 
Attitude towards ads in general -.12 -.77 
Environmental apparel knowledge -.12 -.72 
Involvement with fashion in clothing .02 .14 
Involvement with comfort in clothing -.30 -2.14* 
Perceived environmental claim credibility .13 .81 
Environmental concern -.04 -.28 
Environmental commitment .10 .62 -.00 -.03 
Involvement with verbal aspects of ad .06 .37 
Involvement with visual aspects of ad .16 .92 
Ad attitude -.12 -.67 
Product attribute beliefs .51 3.07** 
Product attitude ~ utilitarian .04 .23 .23 1.51 
Product attitude -- hedonic .00 .04 -.03 -.20 
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Table J.6 Path analysis results of full and hypothesized model for recycled hang tag -
accounting for variables age and sex (n=60) 
Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Perceived environmental claim credibility .08 .04 
Attitude towards ads in general .20 1.34 .23 1.65 
Environmental apparel knowledge -.11 -.76 -.07 -.52 
Involvement with fashion in clothing -.10 -.75 
Involvement with comfort in clothing .18 1.23 
Environmental concern .35 
Attitude towards ads in general -.08 -.61 
Environmental apparel knowledge .16 1.28 .21 1.91 
Involvement with fashion in clothing -.10 -.83 
Involvement with comfort in clothing .16 1.21 
Perceived environmental claim credibility -.00 -.06 
Sex A1 3,87*** .47 4.20*** 
Age -.25 -2.19* -.23 -2.07* 
Environmental commiunent .45 
Attitude towards ads in general .00 .00 
Environmental apparel knowledge .18 1.48 
Involvement with fashion in clothing -.08 -.75 
Involvement with comfort in clothing .08 .70 
Perceived environmental claim credibility .01 .13 
Environmental concern .43 3.24** .53 4.38*** 
Sex .23 1.76 .18 1.55 
Age .17 1.46 .20 1.86 
Involvement with verbal asoects of ad .16 
Attitude towards ads in general .10 .65 
Environmental apparel knowledge .01 .08 
Involvement with fashion in clothing .17 1.22 .22 1.65 
Involvement with comfort in clothing -.07 -.46 .02 .17 
Perceived environmental claim credibility .18 1.32 
Environmental concern .34 2.06* .21 1.59 
Environmental commiunent -.13 -.78 
Note *p<.05, **p<.01 *** p<.001 (2-lailed). 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Involvement with visual aspects of ad .25 
Attitude towards ads in general .15 1.04 
Environmental apparel knowledge .17 1.21 
Involvement with fashion in clothing .07 .56 .05 .45 
Involvement with comfort in clothing .18 1.22 .35 2.68»* 
Perceived environmental claim credibility .11 .85 
Environmental concern -.11 -.76 -.08 -.66 
Environmental commitment .23 1.43 
Ad attitude .47 
Attitude towards ads in general .29 2.21* 
Environmental apparel knowledge -.20 -1.57 
Involvement with fashion in clothing .03 .29 
Involvement with comfort in clothing -.18 -1.41 
Perceived environmental claim credibility .22 1.90 .31 2.59* 
Environmental concern .24 1.70 
Environmental commitment .16 1.19 
Involvement with verbal aspects of ad -.02 -.20 .05 .45 
Involvement with visual aspects of ad .43 3.07** .42 3.49*** 
.12 
.30 
Product attribute beliefs .54 .39 
Attitude towiuds ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement witli comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude 
.13 .99 
.04 .31 
-.05 -.48 
.36 2.73** 
.06 .51 
-.17 -1.28 
.05 .37 
.05 .45 .19 1.73 
.12 .79 .32 2.54* 
.37 2.54* .40 3.33** 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t beta t R^ 
Product attitude -- utilitarian .56 .32 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude 
Product attribute beliefs .17 1.10 .54 4.81*** 
Age -.23 -1.92 -.18 -1.69 
-.04 -.29 
.12 .96 
.00 .00 
.31 2.15* 
.28 2.32* 
-.08 -.58 
.22 1.57 
-.03 -.30 
-.21 -1.40 
.27 1.72 
.01 .09 
.24 1.73 
.04 .34 
-.04 -.28 
.38 3.00** 
.17 1.19 
-.16 -1.13 
.08 .59 
-.10 -.64 
.33 2.00 
.19 1.16 
Product attitude -- hedonic .50 .30 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude .55 5.09*** 
Product attribute beliefs 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Purchase intentions .53 .34 
Attitude towards ads in general .25 1.80 
Environmental apparel knowledge -.12 -.88 
Involvement with fashion in clothing -.05 -.42 
Involvement with comfort in clothing -.13 -.81 
Perceived environmental claim credibility .05 .36 
Environmental concern .14 .91 
Environmental commitment -.06 -.43 -.09 -.81 
Involvement with verbal aspects of ad -.07 -.56 
Involvement with visual aspects of ad -.22 -1.35 
Ad attitude .34 2.00 
Product attribute beliefs .02 .13 
Product attitude - utilitarian .06 .32 .08 .44 
Product attitude - hedonic .36 1.86 .53 3.07** 
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Table J.7 Path analysis results of full and hypothesized model for organic cotton ad -
accounting for variables age and sex (n=71) 
Response Variable 
Explanatory Variable 
Full Model Reduced Model 
beta t beta t 
Perceived environmental claim credibilitv .15 
Attitude towards ads in general -.07 -.52 .10 .82 
Environmental apparel knowledge .14 1.20 .06 .50 
Involvement with fashion in clothing .42 3.20** 
Involvement with comfort in clothing -.18 -1.42 
Environmental concern .11 
Attitude towards ads in general -.17 -1.19 
Environmental apparel knowledge .07 .53 .16 1.34 
Involvement with fashion in clothing -.01 -.07 
Involvement with comfort in clothing .17 1.25 
Perceived environmental claim credibility .23 1.70 
Sex .00 .03 .05 .40 
Age -.08 -.55 -.09 -.78 
Environmental commitment .34 
Attitude towards ads in general .03 .30 
Environmental apparel knowledge .36 3.13** 
Involvement with fashion in clothing .02 .12 
Involvement with comfort in clothing .05 .46 
Perceived environmental claim credibility -.07 -.62 
Environmental concern .25 2.22* .28 2.55* 
Sex .33 2.94** .29 2.59* 
Age .27 2.15* .28 2.55* 
Involvement with verbal aspects of ad .03 
Attitude towards ads in general .03 .23 
Environmental apparel knowledge -.01 -.08 
Involvement with fashion in clothing -.01 -.06 .00 .06 
Involvement with comfort in clothing -.05 -.35 -.05 -.39 
Perceived environmental claim credibility .00 .02 
Environmental concern .19 1.39 .21 1.72 
Environmental commiunent .02 .19 
Note *p<.05, **p<.01 *** p<.001 (2-tailed). 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t beta t R^ 
Involvement with visual aspects of ad .22 .19 
Attitude towards ads in general .19 1.46** 
Environmental apparel knowledge .04 .33 
Involvement with fashion in clothing .03 .23 .14 1.16 
Involvement with comfort in clothing .33 2.51* .35 2.90** 
Perceived environmental claim credibility .02 . i9 — 
Environmental concern .09 .72 .04 .37 
Environmental commitment -.08 -.67 
Ad altitude .22 .12 
Attitude towards ads in general .06 .47 
Environmental apparel knowledge -.19 -1.51 
Involvement with fashion in clothing -.12 -.79 
Involvement with comfort in clothing .22 1.53 
Perceived cnvironmenial claim credibility .29 2.26 .23 2.05* 
Environmental concern .02 .21 
Environmental commitment -.13 -1.04 
Involvement with verbal aspects of ad .21 1.74 .21 1.80 
Involvement Willi visual aspecLs of ad .10 .79 .16 1.39 
Product attribute beliefs .53 .27 
Attitude towards ads in general .10 .94 
Environmental apparel knowledge .14 1.40 
Involvement with fashion in clothing .28 2.37* 
Involvement with comfort in clothing .13 1.21 
Perceived environmental claim credibility .20 1.93 
Environmental concern .08 .78 
Environmental commiunent .10 .96 
Involvement with verbal aspects of ad -.03 -.39 .05 .48 
Involvement with visual aspects of ad .03 .29 .18 1.68 
Ad altitude .36 3.47** .45 4.20*** 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t R^ beta t R^ 
Product attitude -- utilitarian .37 .27 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement witli fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude 
Product attribute beliefs .19 1.21 .44 4.11*** 
Age -.09 -.71 -.19 -1.75 
-.06 -.49 
.09 .72 
.21 1.32 
-.03 -.26 
.18 1.36 
-.02 -.18 
.11 .87 
.05 .46 
-.02 -.20 
.22 1.61 
-.04 -.36 
.15 1.34 
.09 .74 
-.22 -1.95 
.11 .99 
.15 1.38 
-.04 -.41 
.24 2.30* 
.04 .43 
.32 2.63** 
.23 1.64 
Product attitude — hedonic .47 .20 
Attitude towards ads in general 
Environmental apparel knowledge 
Involvement with fashion in clothing 
Involvement with comfort in clothing 
Perceived environmental claim credibility 
Environmental concern 
Environmental commitment 
Involvement with verbal aspects of ad 
Involvement with visual aspects of ad 
Ad attitude .45 4.20*'* 
Product attribute beliefs 
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Full Model Reduced Model 
Response Variable 
Explanatory Variable beta t beta t R^ 
Purchase intentions .41 
Attitude towards ads in general .10 .80 
Environmental apparel knowledge -.15 -1.22 
Involvement with fashion in clothing .01 .07 
Involvement witli comfort in clothing -.22 -1.71 
Perceived environmental claim credibility .10 .80 
Environmental concern .00 .01 
Environmental commiunent .25 2.06* .17 1.56 
Involvement with verbal aspects of ad .17 1.41 
Involvement with visual aspects of ad .12 1.04 
Ad attitude .25 1.79 
Product attribute beliefs .36 2.29* 
Product attitude -- utilitarian -.09 -.54 -.03 -.20 
Product attitude -- hedonic -.03 -.19 .33 2.03* 
